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to  ensure  high  levels  of  performance  and  capacity  utilization. 
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After  two  decades  of  significant  investment  in  IT, 
it's  clear  that  greater  spending  doesn't  necessarily 
deliver  greater  results.  Accenture's  groundbreaking 
study  of  over  500  high-performance  businesses, 
as  well  as  our  hands-on  experience  with  the  world's 
leading  companies,  has  given  us  pragmatic, 
real-world  insights  into  what  works,  what 
doesn't,  and  why.  Because  it’s  not  how  much  you 
put  into  your  IT  that  counts.  It's  how  much  you 
get  out  of  it. 

Information  Management 

•  Business  Intelligence 

•  Portals  and  Content  Management 

•  Data  Management  and  Architecture 
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FROM  THE 

EDITOR  IN  CHIEF 


Notice  Anything  New? 

Welcome  to  your  newly  redesigned  CIO  magazine. 

This  is  our  first  major  redesign  since  2000— and  in  the  world  of  publish¬ 
ing,  that’s  a  great  sign  of  life  and  strength. 

The  articles  are  shorter,  and  our  new  sections  are  organized  more  logi¬ 
cally  with  you  business  and  career  needs  in  mind.  The  cover  story  will 
anchor  each  issue  with  a  great  compelling  read.  But  our  overall  look  and 
feel  is  brighter  and  sharper,  thanks  to  our  gifted  designers  Mary  Lester  and 
Terri  Haas.  And  the  content  still  crackles  with  high-quality  reporting  and 
editing,  led  by  our  editors  Elana  Varon  and  Steff  Gelston. 

Here’s  what  you’ll  find  inside  your  new  CIO  magazine: 

Start:  We  begin  by  revving  up  each  issue  with  a  dash  of  perspective,  a 
few  opinions  and  a  new  “Chatter”  feature  (starting  at  right)  that  takes  a  spin 
through  recent  postings  and  CIO.com  or  letters  from  you  worth  sharing. 

Grow:  The  growth  of  your  business  is  the  core  focus  of  this  section,  so 
the  articles  (Pages  17  to  22)  center  on  how  IT  contributes  to  top-line  growth. 
You’ll  find  food  for  thought  on  competitive  advantage,  business  trends, 
mergers  and  acquisitions,  growth-oriented  technologies  (such  as  customer¬ 
facing  systems  or  business  analytics),  emerging  markets  and  the  technolo¬ 
gies  helping  them  flourish. 

Run:  The  fine  art  of  running  a  world-class  IT  operation  dominates  this 
section,  so  these  stories  (Pages  24  to  29)  will  touch  on  everything  from  staff¬ 
ing,  outsourcing,  ERP  or  cost-cutting  tactics  to  vendor  management,  supply 
chains,  business  process  and  strategic  planning.  Your  colleagues  will  share 
how  they  solved  an  operational  problem  with  plenty  of  practical,  specific 
takeaways. 

Connect:  The  CIO  Executive  Council,  our  member-led  peer  advisory 
service,  speaks  directly  to  you  in  this  section  (Pages  40  to  44).  You’ll  find  suc¬ 
cinct  advice  on  topics  such  as  global  sourcing  management  or  wise  counsel 
on  how  to  resolve  thorny  leadership  issues. 

Thrive:  Our  final  section  (Pages  46  to  52)  is  all  about  you.  We’ll  shine  a 
light  on  your  personal  development  from  the  Zen  of  work- life  balance  to  a 
tune-up  of  your  public  speaking  skills  or  career  strategies. 

Finish:  We  wrap  it  all  up  on  Page  56  with  a  striking  photo  and  extended 
caption  that  brings  you  IT  from  strange  places  and  surprising  angles. 

As  today’s  business  realities  fast-forward  CIOs  toward  a  future  of  unprec¬ 
edented  challenge,  we’re  glad  to  be  heading  there  with  you.  Read  on. 


□ 


Maryfranjohnson,  Editor  in  Chief,  CIO  Magazine  &  Events 

mfjohnson@do.com 


CHATTER 

Howto 
Be  a  Hero 

Jose  Carlos  Eiras,  the  former  General 
Motors  Europe  CIO,  thinks  "IT  execu¬ 
tives  face  dilemmas  of  truly  mythic 
proportions"  when  it  comes  to  navigat¬ 
ing  the  global  recession.  He  ought  to 
know.  Eiras  offers  a  list  of  steps  that 
will  make  your  IT  department 
stronger,  and  make  you  a  hero 
when  good  times  return, 
www, cio.com/article/477471 

A  Miami  Beach,  Fla,,  IT  manager  used 

project  portfolio  management 

software  to  show  the  city  why  it 

shouldn't  cut  a  developer  position 
from  the  municipal  payroll. 
www.cio.com/article/477456 

C.G.  Lynch  offers  a  Twitter  tutorial 
for  readers  who  are  curious  about 
the  social  networking  site.  Reader 
Aaron  Mentzer  comments  that  Twit¬ 
ter  helped  him  get  a  job  after  he 
started  following-and  then  met  in 
person-other  professionals  in  his  area, 
www.cio. com/article/479010 

Bad  Technology  Habits 

Every  record  lost  in  a  data  breach 
costs  a  company  an  average  of 

$202,  according  to  a  study  by  the 
Ponemon  Institute.  More  than  half  of 
the  losses  result  from  lost  business. 
www.cio.com/article/478755 

But  never  mind  that,  says  Ben  Rothke, 
a  security  consultant  and  author. 
We're  addicted  to  insecurity,  just 
like  smokers  who  can't  quit  despite 
getting  lung  cancer.  Our  vice:  crav¬ 
ings  for  quick  and  easy  access  to  data. 
www.cio.com/article/478919 

And  speaking  of  IT-enabled  addictions. 
Mobile  WorkHorse  blogger  Al  Sacco 
reviews  the  new  book  CrackBerry: 

True  Tales  of  BlackBerry  ►  ►  ► 
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Work  with  InterSystems 


The  fastest  way  to  have  a  connected  workplace. 


Work  with  InterSystems  Ensemble®  software  to  raise 
productivity  and  lower  costs. 

Ensemble  is  a  rapid  integration  and  development 
platform  that  makes  it  much  easier  to  connect  applications, 
processes,  and  people.  IT  managers  who  have  switched 
from  other  integration  products  report  they  can  finish 
projects  in  half  the  time  with  Ensemble. 

For  your  future  development  efforts,  if  you  embed 
Ensemble  you  can  create  a  new  class  of  applications  that 
are  connectable.  Plus,  you’ll  be  able  to  enhance  legacy 
applications  with  adaptable  workflow,  browser-based  user 


interfaces,  rules-based  business  processes,  dashboards, 
and  other  innovations  -  without  rewriting  your  code. 

Ensemble  includes  InterSystems  Cache®,  the  world's 
fastest  object  database.  Cache’s  lightning  speed,  massive 
scalability,  and  rapid  development  environment  give 
Ensemble  unmatched  capabilities. 

For  30  years,  we’ve  been  a  creative  technology 
partner  for  leading  enterprises  that  rely  on  the  high 
performance  of  our  products.  Ensemble  and  Cache  are 
so  reliable  that  the  world’s  best  hospitals  use  them  for 
life-or-death  systems. 


ImterSystems 

See  product  demonstrations  at  InterSystems.com/Connectl2F 


©  2008  InterSystems  Corporation.  AH  rights  reserved.  InterSystems  Ensemble  and  InterSystems  Cachl  arc  registered  trademarks  of  InterSystems  Corporation.  Other  product  names  are  the  trademarks  o t  their  respective  vendors.  11-08  Workl2CIO 


Advertisement 


Keep  Your  |J  Budflet 


The  pressure  on  internal  systems  is  increasing  -  litigation  is  up  43%,  the  volume  of 
unstructured  content  is  growing  at  a  rate  of  61  %  per  year  and  budgets  are  frozen. 


Afloat  In  The  Current 

Economic  Climate 


The  overloaded  information  processing  and  governance  systems  are  burdening 

companies  with  higher  capital  and  operating  expenses,  as  costs  escalate  and  service  levels  fail  to  meet  expectations.  New 
strategies  must  be  adopted  and  innovative  technologies  implemented  to  achieve  critical,  quantifiable  savings. 


In  order  to  reduce  risk  exposure  and  cap  hardware  and  storage  costs,  organizations  must  overcome  the  mind-set  of 
“keep-it-all,  storage  is  cheap,”  which  invariably  leads  to  the  proliferation  of  terabytes  or  even  petabytes  of  uncontrolled 
data.  To  regain  visibility  and  control  of  both  risk  and  costs  the  existing  data  must  be  identified,  categorized  and  culled  in 
accordance  to  the  Federal  Rules  of  Civil  Procedure  (FRCP)  guidelines  and  company  governance  policies.  In  parallel,  new 
content  should  be  subjected  to  the  same  process,  creating  a  uniform  enforcement  and  defensible  process  of  information 
management  across  all  sources. 

Autonomy  provides  unprecedented  access  and  information  control  across  400  content  repositories  and  1 ,000  file  formats, 
structured  and  unstructured.  The  Autonomy  Intelligent  Data  Operating  Layer  (IDOL)  platform  utilizes  the  power  of  Meaning 
Based  Computing  to  form  a  conceptual  understanding  of  content  and  the  relationship  between  files.  This  enables  a  new 
generation  of  solutions  that  can  intelligently  leverage  information  to  automate  tasks  previously  requiring  human  action, 
providing  significant  ROI  on  two  fronts. 
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Reduce  the  cost  of  data  storage: 

•  Advanced  de-duplication  and  near  de- 
duplication  of  managed  and  archived 
content,  leading  to  storage  savings  of 
up  to  50% 

•  Defensible  disposition  of  80%  - 1 00%  of  data 
currently  stored  beyond  legal  and  regulatory 
retention  period 

•  Rapid  analysis,  categorization  and  visibility 
into  existing  and  newly  acquired  data  stores 
without  the  need  for  complex  and  costly 
adapters 

•  High-performance  speed  of  ingestion  and 
massive  scalability  to  centralize  storage  at  a 
lower  cost 

•  Hosted  and  managed  services  to  reduce 
administration  needs  by  up  to  80%  and 
eliminate  the  cost  of  managing  redundant 
systems 


Reduce  the  cost  of  eDiscovery, 
supervision,  compliance,  and  internal 
investigations: 

•  A  unified  solution  spanning  the  Electronic 
Discovery  Reference  Model  (EDRM) 
eliminates  multiple  disparate  systems  and 
reduces  the  volume  of  content  to  review  by 
as  much  as  90% 

•  Unmatched  analytical  tools  expedite  the 
investigation  and  review  process  by  rapidly 
culling  batches  of  irrelevant  data,  saving 
millions  in  monitoring  and  review  costs 

•  Preserve  in-place  and  archiving  for  email, 
IM,  and  audio  help  avoid  millions  in  financial 
fines  and  sanctions  from  premature  loss  of 
regulated  or  discoverable  data 

•  Comprehensive  legal  hold  solution  reduces 
costs  of  manual  search,  storage,  collection, 
production  and  management  of  content 
subject  to  legal  hold  requirements 


“Autonomy  won  the 
enterprise  search  wars” 

Computer  Business  Review,  November  2008 
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Meaning  Based  Computing 
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www.autonomy.com 


FROM  THE  CEO 


Partners  and  Ethics 

Pretty  alarming  news  not  long  ago  about  the  meltdown  at  Satyam.  In  case 
you  missed  it,  Satyam  has  become  the  Enron  of  India.  Former  Chairman 
B.  Ramalinga  Raju  had  been  reporting  for  years  more  than  $1B  in  phony 
revenue,  and  when  that  caught  up  to  him,  it  caught  up  fast.  When  this  news 
broke  on  Jan.  7,  Satyam’s  market  value  dropped  80  percent. 

Industry  pundits  say  many  of  Satyam’s  prospects  are  looking  elsewhere. 
Are  you  surprised?  I’ll  bet  not.  As  Gartner  put  it,  “IT  services  are  unlike 
hardware  or  software  in  that  they  focus  on  a  relationship  with  a  ‘trusted 
partner,’  rather  than  on  a  product.  We  believe  Satyam’s  difficulties  have  con¬ 
siderably  diminished  its  ability  to  retain  and  inspire  this  trust.”  Ya  think? 

So  now  there’s  one  less  potential  suitor  to  consider  as  an  outsourcing 
partner.  But  what  if  you  are  already  a  customer  of  Satyam? 

My  parents  told  me  long  ago  that  the  people  we  associate  with  speak 
volumes  about  us.  If  so,  then  how  can  you  continue  to  be  a  customer  of 
Satyam’s?  I  almost  fell  off  my  chair  when  Computerworld  reported  an  uniden¬ 
tified  analyst  saying,  “Customers  are  not  concerned  about  the  investigations 
into  the  financial  scandal  at  Satyam.  Rather,  CIOs...want  a  clear  picture  about 
Satyam’s  liquidity  position,  having  a  new  management  in  place  and  ensuring 
the  continuation  of  the  company  as  an  operating  entity.” 

Are  you  kidding  me?  How  could  CIOs  not  be  concerned  about  the  finan¬ 
cial  investigation?  If  this  is  the  case,  we  need  to  really  question  how  we  make 
business  decisions  in  today’s  economic  climate.  Not  taking  into  account  the 
current  investigation  is  just  unfathomable  to  me.  It  makes  me  wonder  if  we 
have  reached  a  point  in  business  where  as  long  as  I  get  the  benefit  that  was 
promised  to  me,  then  nothing  else  matters. 

I  was  gratified  to  see  that  State  Farm  understands  this  core  ethical  issue: 
The  company  issued  a  statement  saying  it  was  dropping  Satyam.  Yet,  as  of 
this  writing,  GE  has  stated  it  will  continue  to  work  with  Satyam  for  now. 

To  me,  there  can  no  longer  be  any  gray  area  when  it  comes  to  ethical 
behavior  in  business.  The  lines  have  been  stretched  too  far,  and  it’s  time  to 
say  that  enough  is  enough.  To  partner  with  a  company  that  may  have  served 
you  well  but  was  committing  fraud  should  pose  no  questions  about  what  to 
do  next.  There  are  plenty  of  honest,  qualified  partners  out  there.  If  you  are 
still  a  Satyam  customer,  what  are  you  waiting  for? 


Michael  Friedenberg,  President  and  CEO 

mfriedenberg@cio.com 
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Use  and  Abuse.  Sacco  says  that  after 
reading  it,  he's  a  changed  man. 

Read  why:  advice.cio.com/blogs/ 
mobile_workhorse 

Cover  Your  Bases 

In  our  Jan.  15  issue,  we  wrote  about 
why  enterprise  architects  have 
become  a  critical  position  in  the  IT 
department.  Consultant  JP  Morgenthal 
writes  about  how  to  ensure  your 
EA  is  effective.  Hint:  He  or  she  is  "not 
just  the  fiber  tech  geek." 
www.cio.com/article/478931 

Blogger  Chris  Potts  says  that  if  your 
board  thinks  your  main  objective  is  to 

influence  IT  spending,  you'll  never 
get  their  respect. 
advice.cio.com/blog/1851 

Readers  debate  with  Michael  Bullock 
the  pros  and  cons  of  building  your 
own  data  center  versus  colocation. 
Bullock  sees  an  emerging  shortage  of 
leased  space  and  rising  prices,  advice 
.cio.com/blogs/data_center_expert 

Enterprise  Software  Unplugged 
blogger  Thomas  Wailgum  predicts 
economic  woes  will  lead  to  a  back¬ 
lash  against  failure-prone  ERP 
upgrades.  ERP  defenders  counter 
it's  bad  project  management  that's  to 
blame,  advice.cio.com/blogs/ 
enterprise_software_unplugged 

Should  You  Trust 
Your  Gut? 

On  Page  17,  we  examine  how  Virgin 
Entertainment  uses  business  intel¬ 
ligence  to  increase  its  sales.  But  most 
business  execs  apparently  eschew 
analytics  in  favor  of  good  ol'  gut 
instinct,  according  to  an  Accenture 
study.  The  reason?  Most  companies 
don't  have  good  enough  data. 
advice.cio.com/thomas-wailgum 


Compiled  by  Elana  Varon.  Have  a  com¬ 
ment  about  a  story  in  this  issue  of 
CIO?  Go  to  www.cio.com/magazine 
/20090301  or  write  to  ietters@cio.com. 
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Your  data  warehouse  has  never 
housed  anything  like  this. 


With  Microsoft® SQL  Server®2008  Enterprise  you  can  take  data  warehousing 
to  the  next  level,  and  deliver  a  new  form  of  energy  to  your  company. 

SQL  Server  2008  Enterprise  provides  built-in  OLAP  analysis,  data  mining, 
and  data  compression  functionality.  Oracle  charges  extra  for  this  functionality.' 
A  lot  extra.  Discover  more  energy  at  SQLServerEnergy.com 

Microsoft 

S  SQL  Server  2008 


'Pricing  is  based  on  Microsoft  estimated  retail  price  and  published  Oracle  prices  available  at  http://www.oracle.com/corporate/pricing/technology-price-list.pdf  as  of  12/01/2008.  Actual  reseller  prices  may  vary. 
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SAP 

Launches 
Business 
Suite  7 

SAP  has  launched 
Business  Suite  7, 
pitching  the  software 
as  a  more  flexible  and 
cost-effective  option 
amid  lean  economic 
times,  The  suite 
includes  more  than 
150  "functional  inno¬ 
vations"  and  continues 
SAP's  "enhancement 
package"  strategy, 
which  allows  users  to 
add  functionality  with¬ 
out  a  full  upgrade, 

IDG  News  Service 


Yahoo 
Launches 
Intelligent 
Search  Tool 

Ailing  Yahoo  launched 
a  new  tool  that  lets 
users  save  their  search 
results,  organize  them 
and  write  notes.  New 
search  tools  intro¬ 
duced  recently  have 
helped  the  company 
boost  revenue. 
Forbes.com 
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Survey  Shows  Bleak 
Year  Ahead  for  CIOs 

A  recent  CIO  magazine  survey  of  IT  budgets  and  staffing 
paints  a  bleak  picture  of  the  year  ahead.  As  of  January, 
more  than  half  of  the  208  CIOs  surveyed  reported  plans 
to  decrease  budgets  in  response  to  unfavorable  economic 
conditions,  including  59  percent  planning  hiring  freezes 
and  more  than  a  third  planning  to  reduce  staff. 

Cost  cutting  measures  are  also  impacting  purchas¬ 
ing  decisions  as  IT  departments  increasingly  come  under 
the  microscope.  Almost  half  of  CIOs  said  budgets  for  new 
projects  have  been  cut;  49  percent  have  frozen  or  can¬ 
celled  IT  capital  spending.  Along  with  hiring  freezes,  travel, 
discretionary  projects  and  training  are  taking  the  biggest 
hits  while  on-demand  services  and  software-as-a-service 
applications  are  getting  new  attention.  Read  the  full  results 
at  www.cio.com/article/480606. 

Tech  CFOs  Know  You're  Buying  Less 

Thirty-seven  percent  of  technology  industry  chief  financial 
officers  expect  their  companies'  sales  revenue  to  decline 
in  2009,  according  to  a  survey  published  by  BDO  Seidman 
last  month. 

A  majority  of  the  CFOs  surveyed  by  the  professional 
services  firm-55  percent-saw  an  improved  economy  as 
the  greatest  driver  of  their  growth.  Only  13  percent  cited 
increased  IT  budgets.  IDG  News  Service 

Spam  Enablers 

Antispam  company  Knujon  analyzed  millions  of  spam  mes¬ 
sages  and  found  that  nearly  83  percent  of  the  websites 
they  advertised  were  registered  through  the  same  10 
domain  name  registrars. 

XiNet  Cyber  Information  topped  the  list  of  spam- 
enablers,  followed  by  eNom  and  Network  Solutions. 
Rounding  out  the  list:  Register.com,  Planet  Online,  Regtime, 
OnlineNIC,  Spot  Domain,  Wild  West  Domains,  Hichina  Web 
Solutions,  washingtonpost.com 

Lenovo  Turns  Focus  Back  to  China 

Hit  by  heavy  financial  losses,  Lenovo  Group  has  installed  a  new 
management  team  and  is  turning  the  company's  focus  back  to 
China  and  emerging  markets.  China  accounted  for  45  percent 
of  the  company's  sales  during  the  most  recent  quarter.  "We  are 
enhancing  our  foundation  in  China  so  that  we  can  have  further 


EDITORIAL 

EDITOR  IN  CHIEF 

Maryfran  Johnson 

EXECUTIVE  EDITOR 

Elana  Varon 

SENIOR  editors 

Steff  Gelston,  Kim  S.  Nash 

ASSISTANT  MANAGING  EDITOR 

Christine  Celli 

COPY  EDITOR 

Kristin  Burnham 

ASSOC.  STAFF  WRITER 

Jarina  D’Auria 

CONTRIBUTORS 

Martha  Heller.  Stephanie  Overby. 
Rebecca  Wanjiku 

EDITORIAL  ADMINISTRATOR 

Simone  Levien 


CONTRIBUTING 

EDITORS 

MANAGING  DIR..  CONTENT  AND  EVENTS 

Rick  Pastore 

CONTENT  DEVELOPMENT  SPECIALIST 

Diane  Frank 


DESIGN 

EXECUTIVE  DIRECTOR.  ART  AND  DESIGN 

Mary  Lester 

ART  DIRECTORS 

Terri  Haas,  Steve  Traynor 

ONLINE  EDITORIAL 

EDITORIAL  DIRECTOR 

Brian  Carlson 

ASSISTANT  MANAGING  EDITOR 

Diann  Daniel 

TECHNOLOGY  EDITOR 

Laurianne  McLaughlin 

SENIOR  ONLINE  EDITORS 

Meridith  Levinson.  Shawna  McAlearney. 
Thomas  Wailgum 

SENIOR  ONLINE  WRITER 

Shane  O’Neill 

STAFF  WRITERS 

C.G.  Lynch,  Al  Sacco 

ONLINE  EDITORIAL  INTERN 

Ashley  Wilson 

RESEARCH 

RESEARCH  MANAGER 

Carolyn  Johnson 


% 

CXO\  MEDIA  INC. 
©CXO  Media  Inc. 


INTERNATIONAL  DATA  GROUP 
CHAIRMAN  OF  THE  BOARD 

Patrick  J.  McGovern 

IDG  COMMUNICATIONS.  INC. 
CEO 

Bob  Carrigan 


#BPA 

■  nil  n  m  i  n  ■ 


iiiiiinr 


development  in  the  future  in  those  mature  markets,"  says  Liu 
Chuanzhi,  the  company's  founder,  who  has  been  reinstated  as 
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K|  Pitney  Bowes 


There’s  a  lot  more  here  than  you  think. 


Confidence.  Customer  information  is  rooted  in  a  tangle  of  raw  data— disorganized,  inaccurate  and  hard  to  understand.  With  software 
from  Pitney  Bowes,  disconnected  data  grows  into  solid  business  intelligence,  branching  out  as  a  source  of  decisive  answers. 
Companies  in  85  countries  use  Pitney  Bowes  software  to  make  confident  decisions.  You’ll  find  more  confidence  at  pbconnect.com/IT. 


©  2009  Pitney  Bowes  Inc. 


Trust  Me:  Four  Steps  to  Authenticity  and  Charisma 

By  Nick  Morgan 

Tough  times  call  for  trusted  leadership.  Whether  you’re  addressing  your 
staff  about  budget  cuts  or  answering  a  question  at  a  board  meeting,  you 
don’t  want  to  look  like  you’re  hiding  something.  Morgan,  a  communication 
coach,  tells  you  how  to  align  what  you  say  with  your  body  language.  If 
gesture  and  posture  are  in  synch  with  your  words— and  you  convey  your 
meaning  with  passion— you’ll  be  a  charismatic  speaker  whose  message 
rings  true.  And  because  communication  isn’t  one-sided,  there’s  advice 
for  being  a  charismatic  listener,  too.  Jossey-Bass,  2009,  $27.95 


books,  blogs  and  the 
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"How  to  Fix  the  Innovation  Gap" 


"The  Next  Wave  of  Green  IT" 


The  McKinsey  Quarterly,  January  2009 

research  In  this  multimedia  presentation,  former  Cisco 
CTO  Judy  Estrin  talks  about  the  importance  of  basic 
research  and  learning  from  failure.  Read  snippets  or 
watch  segments  of  the  interview,  www.mckinseyquarterly 
.com/How_to_fix_the_innovation_gap_2285 

Counterintuitive 


Deloitte/CFO  research  services 

research  You’ve  consolidated  servers,  rationalized  appli¬ 
cations  and  bought  a  ton  of  energy-efficient  hardware.  So 
what’s  next  when  it  comes  to  going  green?  That’s  the  ques¬ 
tion  at  the  heart  of  this  study,  which  explores  how  global 
Fortune  1000  companies  are  changing  their  IT  practices 
to  save  money,  improve  performance  and  shrink  their  car¬ 
bon  footprint,  www.deloitte.com/us/nextwavegreenit 


By  George  Colony 

BLOG  The  founder  and  CEO  of  Forrester  Research  seeks  to 
“question  prevailing  sentiments”  via  research  that  affects 
CIOs,  CEOs,  CMOs  and  strategy  professionals. 

blogs.forrester.com/colony 


Technologizer 

By  Harry  McCracken 

blog  The  former  PC  World  editor  in  chief  covers  the 
consumer  tech  landscape,  from  Windows  7  to  gaming. 

technologizer.com 


The  Power  of  Less 

The  Fine  Art  of  Limiting  Yourself  to  the  Essential 

By  Leo  Babauta 

BOOK  Babauta,  who  writes  the  blog  Zen  Habits,  interprets 
the  simplicity  movement  for  workaholics.  One  piece  of 
advice  worth  considering:  Don’t  write  any  e-mail  more 
than  five  sentences  long.  Hyperion,  2009,  $16.95 

Bytes  from  Lev 

By  Lev  Gonick 

BLOG  The  vice  president  of  IT  Services  and  CIO  at  Case 
Western  Reserve  University  opines  about  IT’s  impact  on 
academia  and  society.  Recent  entries  address  broadband, 
outsourcing  and  the  economy,  blog.case.edu/lev.gonick 


Business/IT  Fusion 

How  to  Move  Beyond  Alignment  and  Transform 
IT  in  Your  Organization 

By  Peter  Hinssen 

BOOK  The  entrepreneur  and  business  school  lecturer 
offers  a  manual  for  becoming  a  “fusion  leader”  at  the  helm 
of  an  IT  department  that  is  tightly  integrated  with  busi¬ 
ness  operations.  The  book  is  divided  into  readable  chunks 
about  topics  ranging  from  alignment  models  to  lateral  (the 
opposite  of  logical)  thinking.  Mach  Media,  2009,  $58 


Compiled  by  Elana  Varan.  Tell  us  what  you're  reading.  Go  to  www. 
cio.com/article/480611  or  write  to  letters@cio.com. 
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When  your  company  is  on  one  network,  it  can  be  truly  flexible.  Expand,  move 

or  merge.  And  do  it  faster  on  a  single  IP  network.  Sprint  Converged  Solutions  lets  you  access  your 
voice,  video  and  data  instantly  on  one  network,  built  end-to-end  with  technologies  that  have  the 
Cisco  Quality  of  Service  certification.  So  you  have  the  flexibility  to  adapt  to  whatever  the  future  brings. 
Get  it  on  the  Now  Network:"  .  v. 


Certified  by 
Cbu:o  for  Quality 
of  Swrvico 


sprint,  com/convergence 
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Octopuses  release  clouds  of  black  ink  when  being  chased. 


They  can’t  help  focusing  on  what’s  behind  them  rather  than  what’s  ahead. 

But  you  can.  With  proven  business  intelligence  software  and  services  from  SAS. 

www.sas.com/octopuses 


SAS  SOFTWARE  HELPS  COMPANIES  ACROSS  EVERY  INDUSTRY  DISCOVER  INNOVATIVE  WAYS  TO  INCREASE  PROFITS,  MANAGE  RISK  AND  OPTIMIZE  PERFORMANCE 


SAS  Business  Intelligence 

Visit  www.sas.com/octopuses  fora  free  Computerworld report 


•  Reporting 

•  Query  and  analysis 


♦  OLAP 


•  Integrated  analytics 

•  Visualization 

•  Microsoft  Office  integration 


THE 
POWER 
TO  KNOW, 


ILLUSTRATION  BY  CELIA  JOHNSON 


Data  in  TUne  With  Sales 

How  business  intelligence  makes  Virgin  Megastores' 
cash  registers  sing  By  Kim  S.  Nash 


You're  the  subject  of  much  interest  when  you  walk  into  a  Virgin  Megastore.  Every  15  minutes, 
Virgin  updates  stores  on  what  customers  do— buy,  browse  or  both— so  that  staff  can  adjust  their 
selling  strategies. 

For  example,  tipped  by  data  showing  that  foot  traffic  lags  compared  to  yesterday,  a  store  man¬ 
ager  can  direct  staff  into  the  aisles  to  chat  up  sale  items  or  maybe  move  discount  CDs  close  to  a 
hot-seller  to  promote  impulse  buys. 

“Business  intelligence  can  happen  at  all  levels  of  the  organization,  not  just  with  business  analysts  or 
executives  with  dashboards,”  says  Robert  Fort,  CIO  of  Virgin  Entertainment  Group.  Virgin  deployed  a 
home-grown  system,  Crescendo,  to  replace  the  manual  reporting  effort  that  didn’t  provide  reports  as 
often,  or  in  as  much  detail.  Being  able  to  respond  to  or  anticipate  customer  behavior  translates  ►  ► 


• . 300/o  Intemet-USing  populstion  from  Gen  Y.  Pew  Internet  &  American  Life  Project  *  *  *  . 5,770  Retail  store 

Closings  in  2008.  International  Council  of  Shopping  Centers  ••••••  . #598,000 jobs  in  January.  Bureau  of  Labor  Statistics 
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directly  into  sales,  Fort  says.  The  key,  though,  is 
making  sure  staff  can  run  their  own  reports. 
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Operations,  Not  Innovation 

Boards  talk  most  about  how  IT  runs,  not  what  it  can  do 


Data  from  Everywhere 

A  new  album  typically  does  half  its  sales 
within  two  weeks  of  release,  Fort  notes.  But 
before  Virgin  deployed  its  BI  system  (which  is 
built  mainly  using  Microsoft  products),  store 
managers  only  received  reports  of  the  prior 
day’s  or  week’s  traffic  and  sales  figures.  There 
were  no  historical  comparisons  and  nothing 
resembling  real-time  information.  “What  could 
you  act  on,  really?”  he  asks. 

Employees  from  various  departments  spent  330 
man  hours  per  month  producing  those  reports,  too,  like  “slaves 
doing  Access  queries,”  he  says. 

Now  Virgin  combines  current  and  historical  store  data  with  infor¬ 
mation  from  headquarters  to  stream  a  picture  of  what’s  happening 
on  the  retail  floor.  ShopperTrak’s  automated  traffic  counter  monitors 
who  comes  and  goes.  SAP’s  Traversity  point-of-sale  software  gener¬ 
ates  purchasing  data  to  analyze  against  JDA  Software’s  inventory 
and  merchandising  information.  Staff  at  Virgin’s  10  U.S.  Megastores 
access  their  Crescendo  reports  in  Excel,  via  a  Microsoft  SharePoint 
Web  portal  run  out  of  Virgin’s  Los  Angeles  headquarters. 

Virgin  piloted  the  system  in  2004  and  has  added  features  slowly. 
But  several  additions  last  year  enhanced  the  system’s  value.  Fort 
says.  For  example.  Crescendo’s  metrics  now  include  average  dollars 
per  sale,  sales  compared  to  plan  and  the  rate  at  which  browsers 
“convert”  to  buyers,  which  Virgin  infers  by  comparing  traffic  to 
sales  numbers.  Inventory  counts  show  what’s  available  to  put  on 
shelves  and,  if  merchandise  must  be  sent  from  a  distribution  center, 
when  it  will  arrive.  A  heat  map  color-codes  how  genres  are  selling. 
Crescendo  is  also  now  accessible  to  more  people:  buyers  who  order 
replenishments,  for  example,  and  financial  managers  who  monitor 
sales  campaigns. 

A  sour  economy  hurts  many  retailers,  Fort  says,  “so  it’s  all 
important  for  us  to  convert  every  person  coming  in  to  a  sale.” 

Eighteen  weeks  after  rolling  out  the  enhancements,  Virgin  bench- 
marked  sales  store  by  store,  normalizing  for  seasonality.  Result:  an 
$8  million  lift.  (Parent  Virgin  Group  won’t  divulge  Virgin  Entertain¬ 
ment’s  revenues.)  Fort  won’t  say  how  much  the  system  cost.  However, 
he  adds,  if  just  20  percent  of  the  extra  profit  from  those  new  sales  is 
due  to  BI,  the  system  has  paid  for  itself  in  15  weeks. 

Senior  Editor  Kim  S.  Nash  can  be  reached  at  knash@cio.com. 


Improving  IT  operational  performance 
Role  of  IT  in  future  business  success 
Contribution  of  IT  to  innovative  practices 
Reducing  IT  costs 


Global  survey  of 
255  non-IT  business 
executives.  Multiple 
responses  allowed. 


IT-related  risks 
Other/don't  know 


59% 


28% 


SOURCE:  IT  Governance  Institute 


n 


Anatomy 
of  a 

Business 

Idea 

Where  do  IT-enabled  business  ideas 
come  from?  Experience  plays  a  role. 

When  Jason  Alba  was  laid  off  three 
years  ago,  he  tracked  his  job  applica¬ 
tions  and  contacts  with  a  30-sheet 
spreadsheet.  Scrambling  one  day  to 
open  it  with  a  recruiter  on  the  phone,  he 
got  the  idea  for  JibberJobber,  a  relation¬ 
ship  management  tool  for  individuals. 

"Why  can't  a  professional,  who  as 
an  employee  is  used  to  having  tools  for 
customer  relationship  management, 
have  something  more  than  a  spread¬ 
sheet  to  track  leads  on  jobs?"  says  Alba, 
who  was  the  general  manager  of  a 
software  company  and  had  ambitions 
to  be  a  CIO. 

JibberJobber  launched  in  May  2006. 
Alba  makes  money  from  career  coaches 
who  pay  Alba  an  annual  fee  to  license 
the  software  for  use  in  their  own  prac¬ 
tices.  Individuals  can  use  it  for  free,  or 
pay  for  premium  service. 

-Meridith  Levinson 


. ♦30/°  Orders  for  manufactured  durable  goods  in  December,  u.s.  census  Bureau  *  *  *  . 730/o  Enterprises 

saving  money  through  online  transaction  management.  Forrester  Research  •  •  •  . 4H80/o  2008  U.S.  auto  sales.  Autodata 
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The  virtualization  solution  that  brings  Windows®  Server  2008  and  SUSE®  Linux  Enterprise  Server  together  is  here. 
And  so  is  joint  customer  support  from  Microsoft®  and  Novell®.  So  you  can  run  two,  three  or  even  four  applications 
all  on  the  same  server  with  your  choice  of  operating  system  —  and  get  more  reliability,  flexibility,  efficiency  and 
utilization  than  ever  before.  All  with  clearly  defined  intellectual  property  rights  and  no  support  headaches. 


RUN  WITH  IT  AT  MOREINTEROP.COM 


Novell.  Microsoft 


Copyright  ©  2009  Novell,  Inc.  and  Microsoft  Corporation.  All  Rights  Reserved.  Novell,  the  Novell  logo  and  SUSE  are  registered  trademarks  of  Novell.  Inc  in  the  United  States  and 
other  countries  ’Linux  is  a  registered  trademark  of  Linus  Torvalds.  Microsoft  and  Windows  Server  are  trademarks  of  the  Microsoft  group  of  companies. 
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Harrah's  Entertainment: 


Surface  Computing 

By  Stephanie  Overby 


THE  PROJECT  ::  Develop  and  deploy  applications 
for  Microsoft  Surface,  a  computer  in  the  form  of 
a  table.  Surface  employs  internal  cameras  that 
respond  to  hand  gestures  or  physical  objects 
placed  on  its  30-inch  tabletop  screen. 

THE  BUSINESS  CASE  "  Harrah’s  board  was  wowed  by 
the  system,  which  allows  people  to  use  their  hands  to  touch 
and  move  objects  on  the  screen  and  which  recognizes  objects 
placed  on  it  based  on  their  shape  or  a  bar  code.  But  Harrah’s 
CIO  and  SVP  of  innovation,  gaming  and  technology  Tim 
Stanley  (who  retired  in  January)  saw  more  than  a  flashy  user 
interface.  He  envisioned  new  ways  to  generate  revenue. 

The  decision  to  try  Surface  came  from  the  gut,  says 
Harrah’s  Vice  President  of  Innovation  Chris  Chang.  The 
goal  was  to  “establish  Surface  as  a  platform  to  guests  and 
then  figure  out  how  to  make  money  from  it.”  Nevertheless, 
the  company  defined  how  much  it  was  willing  to  spend  to 
prove  the  technology  would  create  value. 

FIRST  STEPS  ::  Harrah’s  signed  on  as  one  of  five  inau¬ 
gural  customers  for  Surface  in  2006.  Chang  created  a 
cross-functional  team  to  brainstorm  ideas  for  it,  then  five 
developers  spent  almost  a  year  building  eight  applications. 
Among  them:  Flirt,  which  allows  guests  to  chat  with  each 
other  across  a  bar,  and  Mixologist,  which  enables  guests  to 
create  and  order  custom  cocktails. 

Harrah’s  introduced  Surface  at  the  PURE  nightclub  in 
Caesar’s  Palace  during  a  celebrity  poker  event  in  February 
2008.  Then  the  company  installed  six  machines  at  the  iBar 
lounge  in  its  Rio  Hotel  &  Casino  for  a  120-day  pilot.  Flirt 
was  an  instant  hit.  Mixologist,  meanwhile,  has  proven  to 
be  a  revenue  generator. 


During  the  pilot,  Harrah’s  signed  tequila- maker  Patron 
Spirits  as  a  Surface  sponsor.  They  offered  a  Patron-themed 
bowling  game,  created  coasters  that  launched  a  Patron  ad 
and  handed  out  cards  that,  when  placed  on  the  Surface, 
offered  prizes  like  a  free  margarita.  Drink  sales  rose  15 
percent  as  a  result  of  the  program. 

Overall,  Harrah’s  links  most  of  the  19  percent  increase 
in  both  sales  and  traffic  at  the  iBar  to  the  presence  of  the 
Surface  computers.  Property  managers  liked  the  devices 
so  much  that  Harrah’s  let  them  remain  once  the  pilot  was 
over.  Now  Chang’s  team  is  developing  new  applications 
and  plans  more  deployments  in  Las  Vegas  this  year.  The 
ultimate  goal  (assuming  regulators  approve):  Use  the  Sur¬ 
face  to  deliver  casino  gaming. 

WHAT  TO  WATCH  OUT  FOR  ::  You  need  patience 
when  deploying  something  untested.  Surface  was 
"extremely  immature,"  Stanley  says. 

One  of  Surface's  main  attractions-its  ability  to 
recognize  many  points  of  contact  simultaneously- 
has  been  Harrah's  greatest  pain  point.  "It's  another 
whole  level  of  complexity  as  opposed  to  single¬ 
function,  single-stream  transaction-based  appli¬ 
cations,"  says  Stanley.  Plus,  there  are  currently  no 
automated  alerts  or  remote  monitoring  processes 
for  the  Surface;  Harrah's  depends  on  users  alert¬ 
ing  bartenders  or  wait  staff  if  the  system  isn't 
working. 

Initially,  Harrah's  wanted  to  let  guests  discover 
how  to  use  the  system  on  their  own.  But  Chang 
found  that  help  videos  were  a  better  idea. 


Stephanie  Overby  is  a  Boston-based  freelance  writer. 


-mil 


. ♦62%  Companies  filing  for  Chapter  11;  2008  versus  2007.  aacer  •  •  •  •  . 400/o  Portion  of  the  IT 

budget  that  will  be  controlled  by  business  units  by  2012.  Gartner  *  *  *  . 4'4°/o  in  GDP  in  Q4  .  Bureau  of  Economic  Analysis 


MARCH  1,  2009 


www.cio.com 


PHOTO  BY  SAWAYASU  TSUJI 


EXECUTIVE 

VIEWPOINT 


ADVERTORIAL 


Online  collaboration  opens 
doors  and  saves  money 

ACS  and  its  clients  use  Web  2.0  tech  to  share  ideas, 
boost  productivity  and  strengthen  relationships 


Chris  Mankle,  chief  technology  officer,  it  outsourcing, 

AFFILIATED  COMPUTER  SERVICES  (ACS)  INC. 

Mankle  leads  ACS'  CTO  office  by  driving  and  delivering  innovation.  In  his  role, 
he's  charged  with  identifying  and  analyzing  new  technology  trends,  process 
advances,  industry  changes,  and  market  transitions  for  ACS. 


Web  2.0  tools  aren’t  brand  new,  but  ACS  is 
taking  advantage  of  Web  2.0  technologies 
to  build  upon  face-to-face  relationships 
with  its  clients.  By  utilizing  tools  such  as 
wikis  and  blogs,  and  creating  online  social 
networks,  Mankle  says,  ACS  can  enhance 
connection  and  collaboration  with  its 
clients  in  a  faster,  more  productive  way. 


laboration,  which  provides  the  ability  to 
access  a  portal,  share  ideas,  and  have  peers 
provide  feedback.  We’re  working  with 
our  enterprise  and  public-sector  clients 
to  put  more  of  their  information  online, 
taking  advantage  of  the  infrastructure  we 
have  so  our  clients  get  to  see  the  breadth  of 
ACS  on  a  global  basis— regardless  of  their 


drives  transparency,  increases  productivity 
and  helps  shorten  the  time  between  inter¬ 
actions.  For  example,  you  can  schedule  an 
in-person  quarterly  meeting,  but  you  have 
the  ability  to  communicate  and  collaborate 
between  scheduled  meetings  through 
blogs  and  other  ESS  formats— so  you’re 
constantly  sharing  ideas. 


“Web  2.0  drives  transparency,  increases 
productivity  and  helps  shorten  the  time 
between  interactions” 


Mankle  recently  spoke  with  CIO  to 
discuss  how  Web  2.0  tools  are  enabling 
ACS  and  its  clients  to  communicate  and 
collaborate—  whenever  they  want,  from 
wherever  they  are. 

What  types  of  business  value  does 
web  2.0  technologies  allow  ACS  to 
provide  its  clients? 

Collaboration  drives  innovation.  By 
connecting  with  our  clients  and  sharing 
information  through  an  interactive  Web 
2.0  environment  we’ve  developed,  ACS 
can  tap  into  what’s  top  of  mind  with  our 
clients.  For  ACS,  collaboration  is  a  natural 
extension  of  our  focus  on  client  intimacy, 
which  is  a  key  differentiator  for  us. 

Can  you  offer  an  example  of  how 
ACS'  applied  technology  is  manifest¬ 
ed  in  the  Web  2.0  world? 

A  key  tool  that  we  have  established  for 
both  ACS  and  our  clients  is  online  col¬ 


specific  industry  or  market  segment.  This 
also  improves  access  to  information  in  a 
knowledge  world. 

How  have  web  2.0  tools  been  applied 
by  ACS'  clients  in  the  public  sector? 

As  I  mentioned  earlier,  we’re  making  more 
information  available  online  for  clients  in 
the  public  sector  to  enable  “face-to-face” 
interaction  over  networks.  Our  web-based 
capabilities  also  support  food-stamp  pro¬ 
grams  and  E-Z  Pass  systems.  In  many  cases, 
we  take  what  we  learn  in  enterprise  and  ap¬ 
ply  it  to  state,  local  and  federal  government 
clients— and  vice  versa.  We  work  to  find  the 
best  and  brightest  ideas,  and  apply  them 
for  clients  across  market  verticals. 

How  does  Web  2.0  help  ACS  stay 
tuned  into  its  customers'  needs? 

An  online  portal  offers  ACS  and  our  clients 
another  way  to  collaborate  without  being 
afraid  to  express  concerns.  In  fact,  Web  2.0 


In  what  ways  are  web  2.0 
technologies  supporting  clients' 
green  initiatives? 

First  and  foremost,  it  minimizes  travel. 
With  the  virtual  office,  boundaries  are 
eliminated  and  collaboration  can  go 
global.  Employees  and  clients  can  easily 
exchange  ideas  by  meeting  virtually  and, 
at  the  same  time,  can  reduce  greenhouse 
gases  and  travel  expenses.  But  in  doing 
this,  we  have  to  start  to  change  habits,  and 
make  sure  people  understand  the  value 
of  virtual  collaboration.  Really,  if  you  have 
strong  relationships  and  you  utilize  Web 
2.0  tools,  you  don’t  need  to  see  clients  and 
colleagues  in  person  as  often. 


FOR  MORE  INFORMATION: 

Download  a  copy  of  ACS'  white  paper  on  applying 
Web  2.0  technologies,  at  www.cio.com/white- 
papers/acs_collaboration.  Further  information 
can  be  found  at  www.acs-inc.com 
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the  TOP  LINE  INTERVIEW  ::  Mark  Johnson 

Your  Next  Business  Model 


CIOs  should  think  beyond  efficiency,  says  the  chairman  of  innovation  consultancy 
Innosight,  But  CEOs  must  set  the  agenda  for  company  growth, 


How  well  do  CIOs 
understand  IT  as 
an  enabler  of  new 
business  models? 

I  don't  know  that  they 
would  look  at  it  holisti¬ 
cally— whether  IT  could 
simultaneously  change 
a  bunch  of  functions  and 
reach  a  new  customer  in 
a  different  way.  The  most 
important  thing  when 
thinking  about  new  busi¬ 
ness  models  is  to  identify 
jobs  for  customers  that 


aren't  getting  done.  The 
CIO  needs  to  work  with 
the  head  of  marketing  or 
business  development 
who  says,  I  think  we 
have  an  opportunity  to 
address  this  market, 

Is  it  a  good  time  to 
consider  a  new 
business  model? 

If  the  current  business 
is  driving  growth,  the 
pursuit  of  new  growth 
through  business  model 


innovation  should  be 
modest  and  opportunity 
driven.  But  waiting  until 
your  business  is  suffering 
and  then  saying,  "We're 
going  to  reinvent  our¬ 
selves,"  will  make  pulling 
off  business  model  inno¬ 
vation  extremely  tough. 

Do  you  see  a  discon¬ 
nect  between  CEOs 
and  CIOs? 

I  do.  CIOs,  by  their  job 
description,  tend  to  be 


more  inside-out:  How  do 
I  better  enable  the  orga¬ 
nization?  If  you  asked 
a  CIO  or  a  CEO,  "What's 
your  business  model?" 
you  may  get  different 
answers,  But  I  don't  think 
CEOs  have  thought  about 
the  role  of  the  CIO  in 
business  model  reinven¬ 
tion.  There  has  to  be  a 
strategic  input  to  say  we 
can  use  IT  to  create  new 
opportunities. 

-Elana  Varon 
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NEW  MARKETS 

Turning 
Shopkeepers 
into  Bankers 


In  Kenya,  business  owners 
use  a  mobile  money 
transfer  service  to  help 
customers  access  cash 


WHO  IS  DOING  IT:  Kenyan  telecom  provider  Safaricom  offers  the  M-Pesa 
mobile  money  transfer  service  to  its  12  million  subscribers.  Shopkeep¬ 
ers,  banks  or  other  business  owners  can  register  as  agents  who  accept 
deposits,  dispense  cash  or  use  their  phones  to  debit  customers'  accounts, 
For  example,  Mama  Wanja,  a  business  owner  who  runs  a  shop  in  central 
Kenya's  Thika  district,  extends  credit  to  customers  and  debits  their  M-Pesa 
accounts  when  it's  time  for  them  to  pay  their  bills. 

HOW  IT  WORKS:  Individuals  or  financial  institutions  can  send  money 
electronically  to  M-Pesa  or  make  cash  deposits  through  an  agent.  Safa¬ 
ricom  charges  a  commission  for  transfers  based  on  the  amount  of  the 
transaction,  but  a  deposit  is  free.  The  commission  is  then  divided  between 
Safaricom  and  the  agents.  There  are  five  million  registered  M-Pesa  users; 
individuals  who  are  not  registered  can  still  use  the  service,  but  pay  more 
for  it. 

GROWTH  POTENTIAL:  Too  early  to  tell.  In  its  first  six  months  (ending  last 
September),  M-Pesa  had  yet  to  break  even.  John  Kamau,  general  manager 
of  NetLink  Limited,  a  retailer  of  mobile  devices  and  services,  thinks  fees  for 
the  service  will  drop  and  the  market  will  expand  once  other  mobile  provid¬ 
ers  in  Kenya  launch  their  own  money  transfer  services. 

-Rebecca  Wanjiku 
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ILLUSTRATION  BY  VEER:  PHOTO  TOP  COURTESY  OF  INNOSIGHT 


Integrating  the  global  supply  chain 
to  enable  enhanced  profitability 
for  Cummins  Inc. 

That's  certainty 


Cummins  Inc.,  a  global  leader  in  diesel  technology,  expanded  their  product  portfolio  and  markets.  Hence, 
they  required  a  better  integrated  supply  chain  and  efficient  cross-divisional  coordination.  As  one  of  the 
world's  fastest  growing  technology  and  business  solutions  providers,  Tata  Consultancy  Services  (TCS) 
provided  an  end-to-end  framework  for  Cummins  to  transform  its  supply  chain.  TCS  targeted  individual 
plants  for  transformation,  beginning  with  a  business  process  assessment  to  discover  opportunities  for 
supply  chain  efficiency.  TCS  provided  cutting-edge  technology  solutions  to  not  only  re-engineer  the 
supply  chain  process,  but  to  also  ensure  advanced  planning  and  process  management.  This  helped 
Cummins  forecast  demand  more  accurately  for  its  products  and  services.  Resulting  in  effective  sales  and 
operations  planning  to  enhance  profitability.  And  of  course,  enabling  Cummins  to  experience  certainty. 

To  learn  how  your  business  can  experience  certainty,  visit  www.tcs.com 


TATA  CONSULTANCY  SERVICES 

Experience  certainty. 

IT  Services  ■  Business  Solutions  ■  Outsourcing 
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A  Dash  of  SaaS 

GE  deploys  software-as-a-service  to  manage  supply  chain  needs 

BY  THOMAS  WAILGUM 

General  Electric's  supply  chain  is  simply  enormous:  500,000  suppliers  in  more  than  100  countries 
that  cut  across  14  languages.  GE  spends  some  $55  billion  annually  among  this  vast  web  of  suppliers. 

But  GE’s  Global  Procurement  Group  faced  a  challenging  reality:  accurately  tracking  its  supply-chain 
interactions  with  these  suppliers— the  contracts,  compliance  initiatives,  certifications  and  other  critical 
data  that  must  be  centrally  stored,  managed  and  made  accessible  to  thousands  across  the  globe. 

GE  CIO  Gary  Reiner  knew  this  problem  all  too  well,  since  he  also  leads  the  company’s  sourcing 
efforts.  GE  was  using  a  homegrown  system,  the  Global  Supplier  Library,  which  had  “rudimentary 
capability,”  he  says.  Reiner  and  his  staff  knew  GE  needed  something  better  but  they  didn’t  want 
to  build  it.  What  they  wanted  was  a  supplier  information  system  that  was  easy  to  use  and  install, 
united  sourcing  into  a  central  repository,  multilanguage  capabilities  and  offered  a  “self-service” 
functionality  so  each  supplier  could  manage  its  own  data.  The  goal:  to  achieve  one  view  of  the  sup¬ 
plier  base  and  one  version  of  the  truth  in  all  that  data. 
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To  get  there,  Reiner  purchased  Aravo’s  Sup¬ 
plier  Information  Management  (SIM)  product  in 
what  is  considered  one  of  the  largest  software-as-a- 
service  (SaaS)  deployments.  But  while  Reiner  was 
open  to  SaaS,  many  of  his  peers  weren’t.  Forrester 
Research’s  2008  survey  of  software  IT  decision 
makers  found  that  just  16  percent  were  using  or 
piloting  SaaS  applications. 

“When  we  judge  a  solution,  we  are  indifferent 
to  whether  it’s  hosted  by  a  supplier  or  by  us,”  says 
Reiner.  “We  look  for  the  functionality  of  the  solution 
and  at  the  price.”  He  doesn’t  see  a  big  difference  in 
cost  and  capabilities  between  on-premise  and  SaaS 
products,  “either  from  the  point  of  view  of  the  ongo¬ 
ing  operating  costs  or  the  transition  costs.”  When 
looking  at  implementation  costs,  “they’re  largely 
around  interfacing  with  existing  systems,  process 
changes  and  data  cleansing,”  he  says.  “Those  three 
costs  exist  whether  GE  hosts  that  application  or 
whether  the  supplier  hosts  it.” 

But  did  the  sheer  scale  of  GE’s  needs  combined 
with  the  Aravo  technology  platform  (untested  at 
GE’s  level  of  requirements)  concern  Reiner?  “We 
were  concerned,”  he  says.  “But  that  would  have  been 
a  concern  if  we  had  hosted  the  software  on  our  own 
servers.”  No  other  supply-chain  vendor  offered  the 
functionality  of  Aravo’s  product,  and  the  team  rea¬ 
soned  that  it  was  much  cheaper  to  buy  than  build. 

Reiner  downplays  it  but  GE’s  SaaS  embrace  has 
made  a  splash.  “They’re  using  SaaS  for  100,000 
users  and  500,000  suppliers  in  six  languages: 
That’s  a  major  technology  deployment  shift,”  says 
Mickey  North  Rizza,  research  director  at  AMR 
Research.  She  says  the  transaction  volume,  plus  the 
fact  that  GE’s  staff  can  access  the  same  supply  part¬ 
ner  information  all  from  the  same  spot,  is  important 
for  the  supply  chain  management  space  and  the 
SaaS  and  cloud  computing  world.  “We  have  a  very 
large  company  tackling  the  [data]  transparency 
issue  by  using  SaaS,”  she  says.  “It’s  a  huge  deal.” 

Reiner  says  the  system  has  performed  well.  Data 
quality  has  improved  now  that  suppliers  use  the 
self-service  capabilities  to  manage  their  own  data. 
And  SaaS  seems  to  have  a  bright  future  at  GE.  The 
company  has  tried  Google  Docs,  and  “we  like  what 
see  so  far,”  Reiner  says.  “Though  the  predominant 
approach  is  still  that  we  host  it,  we’re  a  big  company, 
and  you’ll  find  something  of  everything  with  us.” 


Senior  Online  Editor  Thomas  Wailgum  can  be  reached  at 
twailgum@cio.com.  Read  a  longer  version  of  this  story  at 
www.cio.  com/article/4774 99. 


practice  made  perfect 


Mitre's  Journey  to 
Leveraging  Knowledge 

BY  RICK  SWANBORG 


Since  knowledge  management  (KM)  first  bub¬ 
bled  up  in  the  mid-1990s,  many  organizations  have 
tried  and  failed  to  reap  its  benefits.  Certain  enter¬ 
prises  never  gave  up.  Mitre,  operator  of  three  feder¬ 
ally  funded  research  and  development  centers,  is 
one  of  them.  Over  the  past  13  years,  it  built  a  comprehensive 
KM  environment  through  experimentation  and  internal  spon¬ 
sorship.  The  company  fosters  a  knowledge-sharing  culture  to 
bring  its  extensive  expertise  to  bear  on  customer  needs. 

The  Situation:  With  more  than  6,000  Mitre  scientists, 
engineers  and  professional  staff,  the  opportunity  for  staff  to 
tap  each  others'  experience  is  high.  The  challenge  is  to  do  this 
efficiently  and  with  low  overhead,  while  employees  simulta¬ 
neously  work  on  hundreds  of  projects. 

What  They  Did:  Mitre  started  by  creating  a  straightforward 
people  locator  as  part  of  the  Mitre  Information  Infrastructure 
(Mil).  This  locator,  or  "phone  book,"  relied  on  existing  data 
from  project  management,  time  sheet  and  human  resource 
systems  to  identify  which  employees  worked  on  various 
assignments  over  time.  As  KM  Director  Jean  Tataiias  states, 
"This  capability  connected  people  to  projects  to  organizations 
and  to  their  open  document  spaces,  allowing  staff  to  navigate 
across  all  these  dimensions." 

Overtime,  Mitre  added  capabilities  including:  an  Expertise 
Finder,  where  users  can  view  search  results  by  person  or 
organization;  a  systems  engineering  and  project  management 
collection  of  best  practices;  frequent  technology  exchange 
meetings  and  an  annual  Innovation  Exchange.  And,  of  course,  it 
continues  to  evolve.  Experiments  with  Facebook-  and  Wikipe¬ 
dia-like  functions  are  underway. 


Why  It  Was  Unique:  Many  expert-identifying  systems 
require  laborious  surveys  or  a  lot  of  personal  networking-MII's 
Phonebook  and  Expertise  Finder  do  not.  The  system's  auto¬ 
mation  allows  employees  to  find  knowledgeable  colleagues 
quickly;  even  new  employee  information  is  immediately  avail¬ 
able  and  grows  through  their  project  participation. 

The  Takeaway:  Mitre's  KM  approach  is  evolutionary.  They 
pilot  new  ideas,  watch  user  experimentation,  then  add  capabili¬ 
ties  as  they  prove  viable  and  valuable.  Mitre  owes  its  success  to 
seeing  KM  as  a  journey  with  continuous  improvements. 


Rick  Swanborg  is  president  of  ICEX  and  professor  at  Boston  Univer¬ 
sity.  A  full  case  study  can  be  found  at  www.icex.com/content. 
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Automatic  Savings 

Brookdale  Senior  Living  saved  time  and  money 
automating  its  employee  identity  management  systems 

Byjarina  D'Auria 


rookdale  Senior  Living  CIO  Scott  Ranson  was  facing 
a  challenge.  After  a  three-year  growth  spurt  fueled  by 
mergers  and  acquisitions,  the  provider  of  senior  living 
communities  had  gone  from  $400  million  to  $2  billion 
in  revenue  and  added  more  than  7,000  employees  to 
its  user  base.  With  that  growth  came  a  sharp  increase 
in  identity  and  access  management  (IAM)  requests  for 
IT  to  handle. 

Ranson  saw  that  the  existing  manual  IAM  system 
was  like  quicksand  for  his  security  staff;  they  were  bur¬ 
ied  by  the  request  volume.  “Don’t  underestimate  the  complexity  of  setting  up  a  user 
in  a  system,”  he  says.  Brookdale  has  dozens  of  systems  as  a  result  of  the  mergers, 
each  with  its  own  user  set-up  specifications. 

“We  had  new  hires  waiting  four  days  to  get  set  up  with  the  applications  to  do  their 
job,”  Ranson  says,  which  hurt  effectiveness.  Brookdale  also  has  a  high  turnover  rate, 
with  some  jobs  turning  over  between  40  percent  and  60  percent  annually.  With  70 
access-change  requests  per  day,  five  IT  staff  were  dedicated  to  updating  employee 
access.  “The  process  took  too  long,”  he  says. 

Ranson  made  the  decision  to  automate  the  process  and  turned  to  Courion’s 
AccountCourier  to  handle  setting  up  and  managing  user  accounts  across 
Brookdale’s  applications.  Deploying  the  tool  reduced  the  time  to  complete  user- 
access  changes  to  under  24  hours;  it  used  to  take  three  to  five  days.  That  productivity 
increase  let  Ranson  trim  three  security  staff  positions  (reducing  overall  IT  costs  by 
about  $150,000),  tighten  regulatory  compliance,  enhance  user  support  and  improve 
security  accuracy.  Total  ROI  is  hard  to  quantify  since  the  tool  was  implemented  last 
January,  but  automating  the  process  freed  the  team  to  do  more  work  in  less  time 
and  focus  on  other  projects,  he  says. 

Managing  employee  access  is  a  key  issue.  Forrester  Senior  Analyst  Andras  Cser 
points  to  four  drivers  for  automating:  reducing  IT  administration  cycle  time,  increas¬ 
ing  business  agility,  maintaining  compliance  and  improving  security.  In  fact,  with 
layoffs  gripping  the  economy,  the  need  to  control  access  has  intensified.  Cser  says 
companies  are  more  likely  to  seek  tools  to  automate  IAM  in  a  recession. 

Ranson  chose  AccountCourier  for  reasons  of  licensing  cost,  implementation  and 
total  cost  of  ownership.  Four  months  after  the  rollout,  Ranson  saw  “a  tremendous 
increase  in  productivity.”  It  once  took  IT  an  hour  to  complete  employee  access 
changes  for  five  systems;  now  the  changes  for  15  systems  can  be  made  in  five  min¬ 
utes.  The  tool  helps  manage  15  of  Brookdale’s  50  enterprise  applications;  Ranson 
hopes  to  cover  them  all  soon.  By  automating  more  processes,  Brookdale  strength¬ 
ened  security,  more  efficiently  met  Sarbanes-Oxley  (SOX)  and  HIPAA  requirements, 
and  efficiently  allocated  budget  money  at  a  time  when  cost  savings  are  crucial. 


Brookdale  Senior  Living 
Centers,  Brentwood,  Tenn, 

Operates  550  senior  living  and 
retirement  communities  serving 
over  52,000  residents  nationwide 


How  Brookdale  Saved:  Automating 
identity  access  management  cut  time 
to  provision  a  new  worker  from  days 
to  hours.  Increased  productivity  led  to 
a  reduction  in  staff-a  cost  savings  of 
about  $150,000. 

Tool  Used:  AccountCourier,  part  of 
Courion's  Enterprise  Suite  solution 
Time  Frame:  Deployed  in  January 
2008.  Implementation  is  ongoing. 

ALL  SYNCHED  UP 

Brookdale  employees  had  to  cre¬ 
ate  (and  remember)  different 
passwords  for  each  application 
they  used.  Brookdale  has  about 
50  applications,  with  each  user 
accessing  an  average  of  nine.  Some 
wrote  passwords  on  Post-its,  which 
they  stuck  to  their  computers.  Now 
the  tool  allows  a  user  to  choose 
one  password  for  all  applications. 
This  lessens  the  chance  of  a  stolen 
password,  says  Brookdale  Senior 
Living  CIO  Scott  Ranson.  In  addition, 
Brookdale's  help  desk  is  only  open 
from  7  a.m.  CST  to  6  p.m.  CST.  So  if 
someone  forgot  a  password  after 
hours,  they  were  stuck.  But  now, 
"we  have  a  password  reset  func¬ 
tionality,  which  can  operate  at  all 
hours,”  he  says.  IT  used  to  get  400 
help  desk  calls  monthly  to  reset 
passwords.  With  automation  and 
synchronization,  calls  have  been 
nearly  eliminated. 

REMEMBER  YOUR  REGULATIONS 

Brookdale  must  comply  with  SOX 
and  HIPAA.  One  SOX  requirement 
is  control  around  access  reaccredi¬ 
tation.  This  was  done  manually, 
which  was  arduous.  Automating 
the  process  has  cut  the  work  by 
60  percent. 
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It  takes  a  dynamic  infrastructure  to 
sustain  growth  while  staying  green. 

A  business  is  like  a  tree.  It  relies  on  a  strong  root  system  to  grow 
and  thrive  in  a  changing  environment.  NEC’s  Dynamic  IT  Infrastructure 
provides  the  resilience  and  flexibility  necessary  for  a  successful  enterprise 
to  evolve,  grow  and  succeed.  Our  portfolio  of  hardware,  software,  services 
and  solutions  provides  every  element  of  an  integrated  IT  infrastructure. 

This  flexible  architecture  lowers  your  total  cost  of  ownership  by  enabling 
scalability,  adaptability  and  evolution  without  forklift  upgrades,  while 
collectively  minimizing  the  carbon  footprint  and  impact  on  the  environment. 


As  a  global  IT  and  networking  powerhouse,  NEC  provides  such  innovative 
IT  infrastructure  solutions  and  more.  Whatever  your  challenge,  you  can  be 
sure  of  one  thing.  NEC  empowers  you  through  innovation. 
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Once  your  IT  security  is  doing  everything  you  expect  it  to,  have  it  do  something  no  one  would  ever  expect:  Make  your 
company  more  efficient,  more  flexible  and  more  competitive  than  ever  before.  CA’s  approach  to  IT  security  centralizes 
Identity  and  Access  Management.  This  lets  you  deploy  applications  faster  and  more  securely  to  capitalize  on  market 
opportunities.  It  also  makes  IT  operations  more  efficient  and  productive  so  you  can  reduce  IT  costs.  To  learn  more  about 
the  full  potential  of  IT  security,  download  the  IDC  white  paper  at  ca.com/secure. 
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Put  Down  That  Pen 

Don't  sign  and  accept  a  "standard"  vendor  contract  until  you  weigh  the  risk 
and  potential  costs  By  Mark  Grossman 


Businesses  buy  computer-related  goods  and 
services  all  the  time.  They  buy  consultants 
and  technicians’  time,  custom  program¬ 
ming,  software  and  hardware.  Typically, 
the  vendor  gives  the  customer  a  contract 
and  the  customer  signs  it.  Right?  Wrong! 

I  represent  vendors.  Trust  me  when  I  say  that  if  you’re 
the  customer,  you  never  want  to  accept  those  form  contracts 
without  changes.  They’re  designed  to  be  one-sided  in  favor 
of  the  vendor.  I  write  them.  I  know. 

Second,  they  are  often  negotiable.  The  basic  premise  is 
that  most  customers 
won’t  read  them  care¬ 
fully  and  even  fewer 
will  try  to  negotiate.  A 
smart  customer  sees 
the  form  as  a  first  offer 
and  goes  from  there 
with  an  assist  from  his 
attorney. 

What  should  you 
watch  out  for  in  form 
contracts?  Look  for  dam¬ 
age  limitations.  Be  leery 
of  clauses  like,  “Vendor’s 
liability  for  any  loss, 
damage  or  expense  of 
any  kind  resulting  from 
the  products  or  ser¬ 
vices,  negligence  or  any 
other  cause  whatsoever, 
regardless  of  the  form 
of  action,  whether  in 
tort  or  in  contract,  shall 
be  limited  to  the  selling  price  of  the  products  or  services.” 
Variations  on  this  type  of  clause  may  limit  you  to  six  months 
of  service  charges  or  some  predetermined  and  usually  low 
dollar  figure. 

Reduced  to  its  essence,  this  clause  says  that  no  matter 
what  they  do  to  you,  the  most  you  get  is  a  refund.  You  pay 
them  lots  of  money  to  redo  your  office  network,  the  system 
functions  poorly,  you  lose  lots  of  money  and  you  get— a 
refund.  It  is  not  fair,  but  if  you  sign  a  contract  with  a  damage 
limitation,  you  may  have  to  live  with  it. 


Many  agreements  also  have  provisions  like:  “No  action, 
regardless  of  form,  arising  out  of  or  related  to  this  agree¬ 
ment  may  be  brought  by  the  customer  more  than  one 
year  after  a  cause  of  action  has  arisen.”  This  clause  and 
similar  ones  reduce  the  time  that  the  law  gives  you  to  file 
a  lawsuit.  For  example,  most  states  will  give  you  four  or 
five  years  to  file  a  breach  of  contract  claim.  This  clause, 
which  you  should  assume  is  enforceable,  reduces  it  to 
one  year. 

In  my  experience,  this  is  an  example  of  a  clause  that  is 
always  negotiable.  It  is  as  simple  as  taking  the  time  to  ask 

for  something  better. 
I  would  start  by  ask¬ 
ing  that  the  clause  be 
deleted.  The  law  pro¬ 
vides  a  statute  of  limita¬ 
tions,  and  your  lawyer 
should  argue  that  it  is 
not  needed.  Even  if  the 
vendor  says  no,  they 
always  agree  to  some¬ 
thing  more  than  the 
printed  language. 

In  a  negotiation,  you 
must  pull  contracts 
back  to  what  is  fair. 
Some  one-sided  clauses 
should  be  moved  toward 
benefiting  both  par¬ 
ties.  For  example,  if  the 
vendor  asks  that  you 
indemnify  them  for 
your  wrongdoing,  you 
should  ask  that  they 
indemnify  you  for  their  wrongdoing.  If  they  get  attorney’s 
fees  if  they’re  the  prevailing  party,  then  you  should  if  you’re 
the  prevailing  party.  If  they  can  terminate  the  agreement 
should  you  sell  the  company,  the  reverse  should  be  true. 

Put  unfair  provisions  on  the  table,  then  decide  which 
points  to  give  up.  Remember,  what  is  good  for  them  is  good 
for  you.  That’s  fairness. 


Mark  Grossman  is  an  attorney  and  founder  of  the  Grossman  Law 
Group.  Read  the  full  article  at  www.cio.com/article/472428. 
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The  onetime  king  of  movie  rentals  grabs  for  a  comeback 

BY  KIM  S.  NASH 


Action!  Adventure!  Thrills!  Spills! 

The  high-stakes  drama  of  fixing  the  money-losing  Blockbuster  movie  rental  company  has  it 
all,  except  a  happy  ending  yet.  Can  the  duo  of  CEO  Jim  Keyes  and  CIO  Keith  Morrow,  together 
again  after  a  highly  successful  run  at  7- Eleven,  remake  Blockbuster? 

This  storied  CEO-CIO  team  wants  to  translate  the  technology-enabled  retail  ideas  they  devel¬ 
oped  to  sell  snacks  and  Slurpees  to  rented  entertainment— on  land  and  online.  That  is,  using  IT 
to  make  sure  the  right  amount  of  the  right  product  is  available  at  the  right  time.  “You  can  do  it 
anywhere,”  Morrow  says.  “The  lifecycle  on  a  sandwich  or  doughnut  is  measured  in  hours  and 
days.  The  lifecycle  of  a  new  movie  or  game  title  is  not  very  much  longer.” 

At  7- Eleven,  legend  has  it,  the  most  loyal  customers  visited  an  average  of  twice  a  day,  such 
as  for  morning  coffee  and  a  snack  for  the  commute  home.  But  Blockbuster  patrons  are  desert¬ 
ing  to  competitors  including  Netflix  and  video-on-demand.  Under  Keyes’  leadership,  7-Eleven 
cultivated  customer  loyalty  by  giving  local  managers  control  over  their  merchandise.  With 
near  real-time  access  to  customer  activity  and  inventory  data,  a  manager  could  see  that,  for 
instance,  he  couldn’t  keep  bear  claws  on  hand  for  two  days  running— and  he  could  change  his 
bakery  order  for  day  three.  The  insight  to  use  IT  to  fine-tune  local  inventory  came  from  Mor¬ 
row,  but  Keyes  supported  it— pushed  for  it  even.  “Jim’s  a  believer  in  trying  things  to  see  how 
they  work,”  Morrow  says. 
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Their  partnership  played  a  large  part  in 
turning  7-Eleven  into  the  United  States’  larg¬ 
est  convenience  store  chain,  with  sales  of  $12.2 
billion  at  the  time  Keyes  left  in  2005.  By  repris¬ 
ing  their  roles  at  Blockbuster,  which  has  posted 
$4.8  billion  in  losses  since  2000,  Keyes  and 
Morrow  are  betting  that,  even  in  this  economy, 
they  can  turn  the  company  around. 

The  pair  is  nearly  two  years  into  a  three-tier 
transformation  to  stabilize  Blockbuster’s  core 
rental-store  business,  diversify  sales  and  build 
an  online  distribution  system  to  handle  grow¬ 
ing  demand  for  downloadable  and  streaming 
media.  Keyes  expects  to  show  a  profit  this  year, 
but  Wall  Street  remains  doubtful  about  the 
future:  Blockbuster’s  $258  million  market 
valuation  is  a  fraction  of  Netflix’s  $2.2  billion. 

Even  with  IT  and  business  in  lockstep,  that 
skepticism  portends  a  nail-biter. 

Stars  in  Their  Eyes 

At  its  founding  in  1985,  Blockbuster  ruled 
video  rentals.  Its  blue-and-yellow  signage 
stood  for  VHS  tapes,  and  later  DVDs,  to  rent 
for  a  few  days  then  pay  a  late-fee  when  you 
didn’t  return  them  on  time.  Remember  those 
“Be  kind,  rewind!”  stickers? 

As  the  century  turned,  Blockbuster’s  busi¬ 
ness  began  to  slide.  Profits  steadily  drained 
away  as  physical  and  then  online  competition 
grew.  It  didn’t  help  that  customers  couldn’t  get 
popular  movies  at  Blockbuster  stores  up  to  75 
percent  of  the  time,  according  to  the  compa¬ 
ny’s  own  figures.  Losses  mounted.  When  bil¬ 
lionaire  investor  Carl  Icahn  joined  the  board 
in  2005  as  a  significant  shareholder,  he  went  after  CEO  John 
Antioco  publicly. 

That  same  year,  on  the  other  side  of  Dallas,  Jim  Keyes  retired 
from  7- Eleven,  where  he’d  been  for  21  years.  During  his  last  six, 
as  CEO,  he  had  hired  Morrow. 

In  2007,  Antioco  stepped  down  at  Blockbuster,  which 
wooed  Keyes  for  the  job.  Sitting  in  shirt  sleeves  in  his  21st  floor 
office  recently,  Keyes  recalled  that  period,  when  he  had  to  con¬ 
template  unretiring.  He  liked  the  challenges  he  saw  in  movie 
rentals,  he  says.  But  he  wanted  a  trusted  CIO— his  trusted 
CIO— with  him. 

“Retail  is  so  dependent  on  technology,”  he  says,  leaning  for¬ 
ward.  “I  met  with  Keith  before  I  accepted  the  job.”  He  took  it  in 
July  2007.  Two  months  later,  Morrow  joined  him. 

Now  Keyes  and  Morrow  face  some  of  the  same  obstacles 
many  executives  do.  They  have  to  attract  and  retain  new  cus¬ 
tomers,  capitalize  on  competitor  weaknesses  and  predict  the 
direction  and  pace  of  change  in  a  volatile  market.  But  they  also 
have  to  deal  with  the  ugly  backstory. 

On  arrival,  job  number  one  for  the  team  was  to  figure  out  how 
better  to  run  its  4,005  U.S.  company-owned  stores.  (Blockbuster 
also  franchises  850  stores.)  Yes,  the  world  is  webified,  Keyes 


acknowledges,  but  he  contends  that  there’s  life  yet  in  Blockbust¬ 
er’s  physical  stores— not  only  in  traditional  rentals,  which  still 
account  for  85  percent  of  the  $26  billion  industry,  but  also  as  a 
way  to  seed  the  ground  for  new-style  consumers. 

Blockbuster  very  much  wants  the  18-year-old  college  kid  to 
click  on  Blockbuster.com  to  download  Spider-Man  and  Spider- 
Man  2  to  his  laptop  for  the  flight  to  spring  break.  And  the  com¬ 
pany  doesn’t  want  to  ignore  the  47-year-old  mom  who  drives 
to  its  storefront  at  a  strip  mall  to  rent  High  School  Musical  for 
that  night’s  sleepover. 

But  Blockbuster  also  wants  to  cultivate  new  kinds  of  custom¬ 
ers,  such  as  people  who  bring  a  portable  video  player  to  a  kiosk  to 
download  digital  content.  Or  someone  who  will  stop  at  a  vending 
machine  at  the  train  station  to  pick  up  a  disc  or  a  download. 

“What  we  want  to  provide  is  convenient  entertainment 
everywhere,”  Keyes  says. 

While  Blockbuster  expands  the  idea  of  what  a  video  rental 
store  is  and  does,  its  field  of  competitors  has  also  grown, 
says  Bobby  Tulsiani,  a  senior  analyst  at  Forrester  Research. 
Beyond  battling  Netflix,  it  must  also  compete  with  giants  such 
as  Apple’s  iTunes  store,  Amazon’s  digital  downloads  and  discs, 
as  well  as  cable  and  broadband  companies  offering  video  on 


Behind  the  Scenes 

Advancing  Blockbuster's  story  meant  writing  a  new  script 
for  IT  operations 

Prior  to  signing  on  as  CIO  of  Blockbuster  in  2007,  Keith  Morrow  had  spent 
some  time  doing  IT  due  diligence  for  companies  looking  to  make  acquisitions. 

So  when  he  arrived  at  the  movie  rental  company,  he  knew  how  to  take  measure 
of  its  technology  group.  What  he  saw-a  siloed  organization  using  outmoded 
technology-didn't  surprise  him. 

Using  "vintage  early  '90s"  technology,  such  as  IBM  AS/400  minicomputers, 
he  says,  the  existing  staff  was  spending  most  of  its  money  on  maintenance, 
and  technology  was  siloed  by  department.  Several  major  business  areas  had 
their  own  developers,  business  analysts  and  project  managers,  he  says,  lead¬ 
ing  to  duplicate  and  "reactive"  work. 

Last  June,  Morrow  engaged  Cognizant  Technology  Solutions  to  set  up  an 
application  maintenance  and  support  center  of  about  200  technologists  in 
India.  "We  significantly  changed  the  team  and  that  gets  us  a  smaller  budget," 
Morrow  says,  though  he  declines  to  say  how  much  Blockbuster  is  saving. 

Just  as  important  as  saving  money,  he  says,  the  arrangement  frees  headquar¬ 
ters  staff  to  concentrate  on  new  projects.  He  retained  in  Dallas  a  team  of  about 
100  people  who  focus  on  strategic  initiatives.  These  include  working  with  NCR  to 
build  kiosks  (where  customers  can  access  their  Blockbuster  accounts  and  down¬ 
load  digital  movies)  as  well  as  integrating  inventory  and  merchandising  data 
from  consumer  electronics  vendors  into  Blockbuster's  largely  homegrown  supply 
chain  systems.  This  year,  IT  will  work  closely  with  Blockbuster's  store  operations 
staff  to  roll  out  new  servers  at  each  store,  replacing  a  mix  of  Digital  Equipment 
and  Compaq  machines.  Blockbuster  hasn't  yet  chosen  a  vendor,  but  needs  faster 
machines  to  support  the  digital  business  it's  building. 

"Technology-enabled  retail  can  produce  shareholder  value,"  says  CEO  Jim 
Keyes,"  and  that's  what  we're  after."  -K.S.N. 
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demand  and  sites  such  as  Hulu,  which  offers  free  ad-supported 
video  streams.  Meanwhile,  Wal-Mart  and  Target  entice  budget 
shoppers  to  buy  super-cheap  DVDs  and  electronics.  And  get¬ 
ting  ready  for  their  close-ups  are  still  relatively  unknown  play¬ 
ers  such  as  Redbox,  plunking  down  movie  vending  machines 
in  the  lobbies  of  grocery  stores. 

“Blockbuster  has  to  transform  its  business,  but  so  does 
Netflix  and  all  the  others.  We  don’t  know  which  method  of 
entertainment  will  become  most  powerful,”  Tulsiani  says.  “So 
far,  consumers  are  saying  they  can  live  with  a  multiplatform 
strategy  for  movie  viewing.” 

Yet  even  if  Blockbuster  keeps  pace  on  the  Web  and  with 
kiosks  as  digital  demand  grows,  it  will  still  have  to  determine 
what  to  do  with  its  physical  stores,  says  Carla  Casella,  an  ana¬ 
lyst  at  JPMorgan.  “New  Blockbuster  management  is  doing  a 
good  job  building  [other  forms  of]  retail  through  its  stores 
so  the  business  is  less  reliant  on  rental.  This  takes  time  and 
initially  hurts  margins,”  Casella  says.  Real  estate  leases  also 
drag  Blockbuster  finances.  Blockbuster  has  closed  about  250 
U.S.  stores  since  2006  but  is  obligated  to  pay  about  $2  billion 
in  operating  leases  for  its  remaining  stores,  according  to  its 
latest  annual  report. 

You  have  to  work  with  what  you’ve  got,  Morrow  notes.  So 
Blockbuster’s  current  plan  is  to  turn  its  stores  into  “destina¬ 
tions”  where  people  can  get  not  just  videos  but  the  consumer 
electronics  gear  to  play  them  on.  Blu-ray  DVD  players,  digital 
picture  frames,  e-book  readers,  portable  MP3  players,  major 
game  consoles,  flat-screen  TVs— Blockbuster  now  sells  all  of 
these  products  from  Sony,  Nintendo,  Archos,  Samsung  and 
several  other  electronics  makers. 

Rolling  out  across  the  country  are  stores-within-a-store  to 
let  curious  customers  try  these  gadgets  while  sipping  a  cold 
drink,  seated  in  a  cushy  gaming  chair. 


Blockbuster  sits  in 
the  unenviable  position 
of  having  to  prepare 
for  the  death  of  its 
core  business. 
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This  strategy  to  blanket  retail  and  online  outlets  to  sell 
consumer  hardware  next  to  rent-or-buy  video  software  opens 
“fresh”  terrain  for  the  industry,  says  Tulsiani.  Netflix,  for  exam¬ 
ple,  has  no  physical  stores  and  Best  Buy  doesn’t  offer  media 
rentals.  And  another  major  electronics  competitor,  Circuit  City, 
is  liquidating  (Blockbuster  tried  last  year  to  buy  Circuit  City 
but  could  not  reach  an  agreement  with  the  company). 

“There’s  no  reason  not  to  offer  a  wider  array  of  products, 
beyond  popcorn,  when  you  have  all  this  foot  traffic,”  Tulsiani 


says.  “It’s  not  crazy.  It  is  a  modern  electronics  store.” 

What  Morrow  and  his  IT  staff  must  do  to  enable  this  hopeful 
pioneering  involves  tactical  as  well  as  strategic  projects  to  get 
customers  to  Blockbuster  locations.  For  example,  the  IT  staff 
had  to  set  up  new  databases  to  track  digital  rights  for  movies 
delivered  on  disc  and  online.  Movie  companies  negotiate  dif¬ 
ferent  viewing  windows  for  streamed,  downloaded  and  DVD 
content.  For  example,  you  might  be  able  to  check  out  The  Dark 
Knight  on  DVD  for  five  nights.  If  you  download  it  on  demand, 
once  you  hit  play,  you  have  just  24  hours  to  view  it.  You  can 
also  buy  the  digital  copy  and  keep  it  forever.  Parameters  differ 
for  renting  a  movie  on  an  iPhone,  PC  or  gaming  machine  such 
as  a  Playstation.  Blockbuster  subscribes  to  a  Web  service  that 
updates  its  Oracle-based  digital  rights  management  database. 
“We’ve  got  to  get  that  right  at  all  times,”  Morrow  says. 

But  diversifying  sales  means  more  than  branching  out  into 
new  product  lines.  It  also  involves  coaxing  a  different  kind  of 
customer  to  look  at  Blockbuster. 

Who  Gets  the  Girl? 

There’s  a  scene  in  All  Quiet  on  the  Western  Front  where  soldiers 
vie  for  the  boots  and  other  valuables  of  a  dying  comrade.  The 
corporate  corollary  is  grabbing  the  customers  of  a  rival  head¬ 
ing  to  bankruptcy.  But  you  can’t  do  that  without  good  data. 

Over  a  Bento  box  lunch  near  Blockbuster  headquarters  in 
December,  Morrow  explained  how  technology  helps  with  the 
time-honored  retail  practice  of  capitalizing  on  casualties. 

Before  Morrow  arrived,  Blockbuster  kept  an  Oracle  database 
with  information  about  its  competitors’  stores.  But  the  system 
wasn’t  updated  much  and  needed  new  analysis  tools,  he  says, 
“to  help  us  with  store  profitability  and  finding  where  the  best 
opportunities  are.”  At  7-Eleven,  for  example,  sales  and  inven¬ 
tory  data  was  updated  frequently  throughout  the  day  to  keep 
store  employees  in  the  know  about  which  merchandise  moved 
and  which  got  dusty. 

Now  at  Blockbuster,  financial  and  real  estate  analysts  add 
data  to  the  system  regularly— including  anything  public  and 
confirmable  about  locations  and  sales  statistics— to  compare 
with  the  performance  of  Blockbuster’s  own  stores  and  to  jump 
on  opportunities  to  grab  market  share. 

For  example,  Movie  Gallery,  which  owns  Hollywood  Video  and 
is  Blockbuster’s  nearest  competitor  in  video  rental  stores,  entered 
Chapter  11  bankruptcy  protection  in 2007.  The  court  required  it  to 
release  the  addresses  of  the  locations  targeted  to  close. 

Blockbuster  analysts  were  able  to  take  that  information  and 
fill  in  anything  missing  from  their  Oracle  records.  Then  they 
ran  queries  using  Oracle  business  intelligence  and  SAS  statisti¬ 
cal  analysis  tools  to  figure  out  whether  to  lease  vacant  Movie 
Gallery  spots  and  where  to  do  local  marketing  to  lure  custom¬ 
ers  to  nearby  Blockbuster  stores.  Movie  Gallery  emerged  from 
Chapter  11  last  May,  about  560  stores  smaller. 

Morrow  declines  to  cite  specifics  about  the  financial  gain 
from  such  moves,  but  he  carefully  lays  down  his  fork  and  says, 
“We  absolutely  made  that  a  priority.  It’s  a  pretty  important 
tactic,  to  go  after  the  revenue  of  closing  stores.” 

Of  course,  no  one  thinks  scavenging  will  be  enough  to  lift 
Blockbuster’s  financial  results.  A  happy  ending  means  Block- 
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Deal  with  the  virtual  — 
and  reality. 
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Manage  and  optimize  your  virtual  and  physical  servers 
in  the  same  way  with  HP  Insight  Dynamics  —  VSE. 


When  it  comes  to  IT,  your  universe  is  always  expanding.  Needs  increase, 
resources  are  stretched  and  options  can  be  limited.  But  now,  you  can  rethink 
how  you  control  and  optimize  your  physical  and  virtual  servers  by  integrating 
them  with  one  powerful  software  solution,  Insight  Dynamics  — VSE.  Now  you 
can  increase  flexibility,  improve  cost  and  energy  efficiency,  and  simplify 
daily  operations. 


Supporting  this  technology  is  HP's  commitment  to  service  and  dependability  — 
a  point  of  difference  that  led  IDC  to  name  HP  the  #1  vendor  for  virtualization* 


Technology  for  better  business  outcomes. 


AMD 


Opteron 


Quad-Core  AMD  Opteron™  Processor, 
with  AMD  Virtualization™  technology 

Ideal  for  general-purpose  solutions  and 
high-performance  computing 

Affordable,  modular  rack  systems  to 
give  your  IT  department  the  flexibility 
to  expand  with  your  business 


Quad-Core  AMD  Opteron™  Processor, 
with  AMD  Virtualization™  technology 

Infrastructure-in-a-box  saves  you  time, 
power  and  money  by  reducing  repetitive 
parts  and  redundant  operations 

Add,  replace  and  recover  resources  on 
the  fly  without  rewiring 


To  learn  more,  call  1-800-888-5907  or  visit  hp.com/servers/virtual2 


AMD,  the  AMD  arrow  logo,  AMD  Opteron  and  combinations  thereof,  are  trodemarks  of  Advanced  Micro  Devices,  Inc. 

©  2009  Hewlett-Packard  Development  Company,  L.P.  The  information  contained  herein  is  subject  to  change  without  notice. 
‘Source:  IDC  Quarterly  Server  Virtualization  Tracker,  October  2008. 


Can  your 

backup  software 

reduce  data  management 


costs  by  up  to 


40  %? 


CommVault  Corporate  Headquarters  2  Crescent  Place  Oceanport,  NJ  07757 

Individual  cost  savings  and  performance  improvements  may  vary. 

©1999-2009  CommVault  Systems,  Inc.  All  rights  reserved.  CommVault,  the  "CV"  logo,  Solving  Forward,  and  Simpana  are  trademarks  or  registered 
trademarks  of  CommVault  Systems,  Inc.  All  other  third  party  brands,  products,  service  names,  trademarks,  or  registered  service  marks  are  the 
property  of  and  used  to  identify  the  products  or  services  of  their  respective  owners.  All  specifications  are  subject  to  change  without  notice. 
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SIMPANA 


Introducing  Simpana  8 

Right  now,  perhaps  more  than  ever  before,  you  need  to  reduce  the  cost  and  pain  related  to  data 
management.  That  means  cutting  unnecessary  budget  expenses,  replacing  outdated,  inefficient 
technologies,  and  eliminating  disparate  point  products.  Not  exactly  the  kind  of  problems  you'd 
turn  to  an  enterprise  backup  product  to  solve  (even  one  ranked  #1  by  industry  end-users). 

But  with  Simpana®  software,  backup  is  just  the  beginning.  Its  single  code  base  and 
common  platform  deliver  the  industry's  only  truly  holistic  data  management  solution. 
This  revolutionary  architecture  enables  companies  to  immediately  reclaim  space  on 
primary  storage,  reduce  offsite  storage  by  up  to  90  percent,  and  eliminate  up  to 
half  their  tape  drives  (not  to  mention  deduplicate  data  across  all  tiers  as  well 
as  archive,  preserve,  and  search  information  for  eDiscovery).  The  result? 

Data  management  cost  savings  of  up  to  40  percent  in  under  one  year. 

Sound  too  good  to  be  true?  We'll  be  happy  to  prove  it  to  you. 

Call  888-667-2451  orvisitwww.commvault.com/simpana. 
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COVER  STORY  ::  Business  Transformation 


"Retail  is  so  dependent  on 
technology,"  says  Blockbuster 
CEO  JIM  KEYES,  that  he  con¬ 
sulted  with  CIO  Keith  Morrow 
before  taking  the  job. 


buster— to  borrow  from  another  movie  genre— has  to  get  the 
girl.  Not  lovable  Meg  Ryan  in  any  of  her  numerous  chick  flicks, 
but  that  ravishing  beauty  known  as  a  loyal  customer. 

The  Once  and  Future  Patron 

Blockbuster  is  striving  to  attract  customers  from  various  demo¬ 
graphics  to  its  stores  and  ease  them  gently  into  new  technol¬ 
ogy.  If  people  can  relax  in  a  cool,  low-pressure  environment  to 
learn  how  to  load  movies  onto  portable  MP3  players,  do  the 
hula  hoop  on  Nintendo’s  Wii  and  watch  a  feature  film  through 
kooky  computer  eye  glasses,  they’ll  be  grateful.  They’ll  see 
what  else  you  offer.  They’ll  come  back  in  person  and  on  the 
Web.  When  they  someday  spot  the  Blockbuster  name  on  a 
kiosk  at  the  supermarket  or  a  vending  machine  at  the  mall, 
they’ll  walk  right  up  and  swipe  a  credit  card.  Blockbuster  will 
have  diversified  its  sales  and  been  sustained  into  the  future. 

That’s  the  theory,  anyway,  that  pushed  the  redesign  last 
year  of  about  a  dozen  stores  in  Nevada  and  Dallas  to  house 
new  “Rock  the  Block”  shops:  stores-within-the-store  that  dis¬ 


play  gear  for  shoppers  to  touch 
and  try.  These  internal  shops  are 
dedicated  either  to  gaming  con¬ 
soles  and  accessories,  consumer 
video  equipment  or  a  kids’  play 
area  to  relieve  tense  parents  try¬ 
ing  to  browse. 

In  Dallas,  Jeff  Gloor,  Block¬ 
buster’s  senior  director  of  opera¬ 
tions  strategic  development, 
walks  among  clean  white  coun¬ 
ters  arranged  in  a  circle  to  show 
off  electronics  at  the  center  of  a 
downtown  store.  The  space  is 
open,  airy,  neat.  “It’s  like  an  Apple 
store,”  he  notes.  “Not  like  a  Best 
Buy,  where  it’s  all  crowded.” 

Gloor  sweeps  his  arm  above 
the  gear.  “These  are  all  products 
you  can  load  content  onto.”  For 
example,  there’s  an  Archos  por¬ 
table  media  player  ($100)  and 
docking  station  ($70)  to  use  the 
player  on  a  home  TV,  such  as  a 
Sony  Home  Theater  ($250)  sit¬ 
ting  nearby.  In  time  for  Christ¬ 
mas,  Blockbuster  released  a 
set-top  box  it  built  with  2Wire; 
$99  gets  you  the  device  and  25 
downloaded  rentals. 

“These  products  might  not 
be  familiar  to  some  customers, 
so  they  can  experiment  here. 
See  what  it’s  all  about,”  he  says. 
“Whole  families  come  to  hang 
out  on  a  Friday  night.” 

The  Rock  the  Block  shops  have 
increased  the  average  time  cus¬ 
tomers  spend  in  the  store  as  well  as  their  average  purchases, 
according  to  Gloor,  although  the  company  declined  to  provide 
specifics. 

The  new  merchandise  is  changing  how  Blockbuster  employ¬ 
ees  and  customers  interact,  says  Lauren  Garrett,  who  manages 
this  location.  “I  have  my  people  talk  to  customers  about  the 
products,  make  them  feel  comfortable,”  she  explains. 

One  effective  conversation,  she  says,  is  to  teach  people  that 
a  PS3  game  machine  can  play  Blu-ray  discs.  “I  had  to  get  cus¬ 
tomers  to  understand  that  last  year.  Now  they’re  customers  of 
games  and  movie  titles.” 

Which  stores  get  which  concepts  and  electronics  will  depend 
on  local  demographics,  sales  trends  and  what  competition  is 
around— variables  that  will  be  tracked  and  analyzed  by  store 
managers  as  Blockbuster  expands  access  to  those  central  Oracle 
databases  and  reporting  tools. 

Having  store  managers  rather  than  a  central  merchandising 
department  decide  the  merchandise  mix  at  individual  stores 
usually  means  better  product  availability,  Morrow  says. 
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A  happy  ending  means 
Blockbuster  has  to  get 
the  girl-that  ravishing 
beauty  known  as  a 
loyal  customer. 


oil 


Inventory  had  been  a  problem  at  Block¬ 
buster.  Two  years  ago  in-stock  availability  of 
hot  new  movie  releases  was  just  20  percent 
chainwide.  By  late  last  year,  it  had  climbed  to 
74  percent,  according  to  Keyes. 

What  was  the  miracle  cure?  A  homegrown 
application  measures  various  inputs  com¬ 
prising  customer  demand— such  as  sales  his¬ 
tory— and  a  custom  algorithm  figures  where 
to  spread  inventory  across  the  company’s  40 
distribution  centers.  That’s  part  of  the  IT  strat¬ 
egy  Keyes  and  Morrow  brought  from  7-Eleven. 

“We’re  using  technology  to  create  a  pull  sys¬ 
tem  so  stores  can  decide  how  many  copies  of 
a  movie  they  want,”  Morrow  explains.  “Like 
how  7-Elevens  ordered  sandwiches.” 

At  that  Blockbuster  store  in  Dallas,  Garrett  and  her  team 
will  be  able  to  repair  to  a  Windows  desktop  in  the  back  room 
to  run  numbers  and  form  hypotheses  using  historical  data  plus 
their  localized  knowledge.  If  there’s  a  college  nearby  holding 
Batman  parties  the  day  The  Dark  Knight  is  released,  it’s  best 
to  stock  up.  “At  headquarters,  they  don’t  know  anything  like 
that,”  she  says. 

Back  in  Keyes’  21st  floor  office,  he  and  Morrow  agree.  Keyes 
takes  out  a  pen  and  charts  the  IT  that  underlies  Blockbuster’s 
key  business  efforts.  He  draws  boxes  and  arrows  depicting  how 
point-of-sale  systems  feed  information  directly  to  Blockbuster’s 
home-built  business  intelligence  tools— the  ones  that  Garrett 
and  other  store  managers  use  to  make  decisions.  This  is  what 
differentiates  Blockbuster  from,  says  Wal-Mart,  which  dictates 
most  merchandising  centrally,  Keyes  explains.  Morrow  smiles. 
Not  many  other  CIOs  have  a  CEO  this  in  tune  with  IT. 

Beware  Fire-Breathing  Dragons 

The  one  time  Keyes  bristles  is  when  he  talks  about  Netflix.  He 
thinks  critics  are  wrong  to  dismiss  Blockbuster  as  inconvenient 
compared  to  Netflix,  whose  main  business  asks  customers  to 
visit  Netflix.com  to  compose  a  wish  list  of  DVDs,  which  are 
then  mailed  using  the  U.S.  Postal  Service,  in  order. 

Keyes  shakes  his  head.  “Their  technology,  their  queue,  has 
you  standing  in  line  online.  Technology  should  eliminate  wait,” 
he  says.  “Our  focus  is  to  provide  immediate  gratification.” 

To  that  end,  Blockbuster  runs  a  program  called  Total  Access, 
which  lets  members  order  DVDs  on  the  Web  and  receive  them 
by  mail,  like  Netflix.  Customers  can  mail  them  back  but  they 
don’t  have  to.  They  can  also  exchange  them  at  local  stores  for 
fresh  titles,  there  and  then. 

This  simple  convenience,  however,  is  a  complicated  IT  prob¬ 
lem.  Two  distribution  chains— online  and  store  inventories— 
along  with  customer  accounts,  must  be  meshed.  That’s  another 
homegrown  system  written  in  Microsoft  .Net  to  use  a  SQL 
Server  database.  This  year,  Morrow  says,  the  server  end  will 
be  migrated  from  an  IBM  Unix  box  to  a  more  cost-effective  and 
faster  Unix  combination:  Hewlett-Packard  for  the  application 
layer  and  Sun  for  the  database  layer.  (Read  “Behind  the  Scenes,” 
Page  32,  for  more  about  changes  to  Blockbuster’s  IT  operations 
and  infrastructure.) 


Netflix,  for  its  part,  says  it  isn’t  worried  that  Blockbuster  will 
slay  its  business  model  and  ride  off  with  its  customers.  Echoing 
Forrester’s  Tulsiani,  a  Netflix  spokesman  says:  “We  think  there’s 
room  for  a  lot  of  different  models  for  delivering  video  to  the  Inter¬ 
net.  Jim  Keyes  is  a  very,  very  effective  executive.  We  know  he’s 
had  a  very  successful  career  and  made  7-Eleven  very  successful.” 
Netflix  is  keeping  tabs  on  Blockbuster’s  moves  to  make  its  stores 
entertainment  destinations,  the  spokesman  says.  And  so  far,  he 
adds,  “We  have  not  seen  any  impediments  to  Netflix’s  growth.” 
Indeed,  Netflix’s  revenues  have  more  than  doubled  since  2004. 

Fairy-Tale  Ending? 

Looming  for  Keyes  is  the  prospect  of  reawakening  the  ire  of 
Carl  Icahn.  As  he  did  when  Antioco  was  CEO,  Icahn  may  lose 
patience  waiting  for  profits.  An  activist  shareholder,  he  regu¬ 
larly  rails  about  the  “survival  of  the  unfittest”  CEOs  at  his  blog, 
icahnreport.com. 

So  far.  Blockbuster  has  improved  earnings  under  Keyes.  That 
is,  it’s  losing  less  money.  Keyes  tries  to  lighten  the  picture:  He 
insists  that  Icahn  is  a  funny  guy.  “No  really,”  he  says,  pausing. 
“He  tells  jokes  sometimes.  A  lot  of  people  don’t  know  that.” 

Icahn  hasn’t  said  publicly  what  his  financial  expectations 
are.  Meanwhile,  Blockbuster  sits  in  the  unenviable  position  of 
having  to  prepare  itself  for  the  death  of  its  core  business,  the 
timing  of  which  can’t  be  predicted.  Newspaper  publishing  has 
faced  a  similar  situation  as  news  websites  grow  and  revenue 
from  the  paper  product  dries  up. 

If  that’s  the  model  in  movie  rentals,  the  shift  might  suddenly, 
painfully  accelerate  as  it  has  in  the  news  business.  In  the  last 
several  months,  at  least  55  daily  newspapers  have  put  them¬ 
selves  up  for  sale,  stopped  printing  on  paper  or  closed  down 
altogether,  according  to  several  websites  that  track  media. 

More  people  eventually  will  prefer  downloadable  or 
streamed  content  instead  of  a  disc,  Keyes  predicts.  If  that’s  not 
scary  enough,  they  might  stop  renting  altogether  and  buy  their 
entertainment.  “We  know  that,”  Keyes  says. 

“We’re  trying  to  leapfrog  DVDs  to  go  digital,  while  our  core 
business  relies  on  DVDs,”  says  Morrow.  “You  bet  it’s  hard.” 

But  it  isn’t  over.  Yet.  BQ 


Senior  Editor  Kim  S.  Nash  can  be  reached  at  knash@cio.com.  To 
comment  on  this  story,  go  to  www.cio.com/article/480474. 
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Global  Sourcing  Management 

Global  sourcing  is  becoming  standard  operating  procedure  for  many  companies. 
That's  why  you  need  to  do  a  better  job  of  vendor  management. 


CASSIO  DE  OLIVEIRA,  PANASONIC  NORTH  AMERICA 

TREAT  VENDORS  LIKE  YOUR  OWN  STAFF 

At  the  end  of  the  day,  I  always  work  with  the  assumption  that  everyone  is  try¬ 
ing  to  do  a  good  job.  It’s  always  going  to  be  a  vendor-client  relationship,  but  the 
less  you  make  that  apparent  on  a  day-to-day  basis,  the  better.  In  your  contract, 
set  it  in  writing  that  you  and  your  leadership  team  will  treat  the  vendor  with  the 
same  attitude  as  you  do  your  own  employees.  You  must  provide  the  same  level 
of  trust  in  them  and  belief  in  their  abilities  and  innovation.  At  Panasonic,  we 
also  simplified  the  penalties  to  reflect  our  internal  practices.  Instead  of  having 
a  complex  formula  to  determine  the  penalties  if  a  goal  slipped  or  satisfaction 


The  CIO  Executive  Council  is  a  global  peer  advisory  service  and  professional  association 
of  more  than  500  CIOs,  founded  by  CIO's  publisher.  To  learn  more,  visit  council.cio.com. 
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went  down,  now,  as  with  my  own  staff,  I  will  work  with  the 
vendor  to  fix  that.  But,  if  they  make  the  same  mistake  again, 
there  are  high  penalties. 

It’s  never  a  good  idea  to  micromanage,  and  once  you  go 
global,  it  is  simply  not  possible.  You’ve  got  to  have  confidence 
in  your  vendor’s  lead  managers.  I  personally  interview  all  of 
the  managers,  and  I  have  included  in  our  contract  the  condi¬ 
tion  that  I  have  the  power  to  change  out  anyone  on  the  ven¬ 
dor’s  management  team  if  they  don’t  fit  Panasonic’s  needs. 
But  be  cautious  about  exercising  that  power;  don’t  undercut 
the  authority  of  your  own  staff  members  in  direct  contact  with 
the  vendors. 

JOHN  HILL,  ROCHE 

RELY  ON  A  RELATIONSHIP  MANAGER 
Within  the  IT  group,  I  established  the  position  of  supplier 
relationship  manager  and  dedicated  people  in  this  role  to  20 
of  our  global  suppliers.  These  are  staff  members  who  have  very 
good  people  skills,  know  and  understand  technology,  have 
honed  their  negotiation  skills  and  generally  serve  as  “conduc¬ 
tors.”  We’ve  found  people  to  play  this  role  from  various  parts  of 
the  enterprise,  such  as  purchasing  and  engineering,  but  we’ve 
also  had  to  conduct  external  searches  for  this  hard-to-find  mix 
of  skills.  The  key  to  finding  them  is  not  to  look  for  the  whole 
package.  We  look  for  talent  in  two  out  of  the  three  areas,  and 
then  train  them  on  the  third. 

I  have  also  built  Roche  IT  supplier  management  groups, 
which  include  the  relationship  managers,  so  that  no  matter 
where  they  are  around  the  globe,  they  report  directly  to  my 
position,  not  to  central  procurement.  That  structure  ensures 
that  all  negotiations  with  our  suppliers  go  through  us  and 
result  in  proper  operational  execution. 

NARIMAN  KARIMI,  DHL  EXPRESS  ASIA  PACIFIC 

KNOW  THE  VENDOR'S  STRUCTURE 

Taking  the  time  to  learn  how  the  vendor  operates  can  have 
big  payoffs  in  maintaining  a  relationship  that  works  for  both 
sides.  Understand  the  relationship  between  the  vendor  and  the 
people  who  actually  supply  the  service.  That  understanding 
can  make  a  significant  difference  in  how  you  should  deal  with 
a  vendor,  because  the  relationship  affects  the  vendor  lead’s 
clout  and  ability  to  resolve  problems.  CIOs  can  only  negotiate 
around  that  structure  if  they  are  aware  of  it. 

Becoming  familiar  with  your  vendor’s  priorities  and  setup 
can  also  improve  relationships  with  the  contractor’s  managers 
in  remote  locations.  For  example,  if  you  sign  a  contract  with  a 
vendor  based  in  New  York  for  services  rendered  in  your  Indo¬ 
nesia  office,  learn  whether  the  vendor’s  on-site  managers— 
who  are  accountable  for  service— have  a  financial  stake  in  the 
success  of  the  contract.  This  really  underpins  every  part  of 
the  relationship. 


Chevron's  Portfolio 
Management 
Maturity  Model 

Who:Janinne  Franke,  managerof  strategy, 
planning  and  optimization,  Chevron 
Corporate  Departments  and 
Services 

What:  Portfolio  management 
maturity  model  and  map  of  IT 
competencies 

Why:  Chevron  is  on  the  journey  to 
a  better  IT-business  partnership,  and  its  vision 
for  this  encompasses  all  of  the  skills  and  compe¬ 
tency  areas  that  IT  must  master  to  gain  business 
trust.  These  range  from  understanding  the 
needs  of  the  business  to  innovating  to  create 
competitive  advantage.  Portfolio  management 
says  Franke,  "is  a  key  competency  for  evolving 
from  a  good  service  provider  to  a  great  business 
partner,  but  mastering  it  requires  a  willingness 
to  mature  and  change."  To  set  goals  for  improv¬ 
ing  its  portfolio  management,  Chevron  identified 
five  levels  of  portfolio  management  maturity. 

How:  The  maturity  model  sets  up  the  improve¬ 
ment  goals.  "We  map  major  IT  competency 
areas-strategy,  process,  tools/technology 
and  organizational  capability-to  the  portfolio 
management  maturity  levels,  which  give  us  our 
improvement  baseline,"  says  Franke. 
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Turning  the  Recession 
into  Opportunity 

Live  CIO  panel  teleconference 

March  18, 11:30  a.m.-12:30  p.m.  U.S./Eastern 

On  this  Council  teleconference  open  to  the  public,  panel¬ 
ists  will  share  how  they  are  taking  advantage  of  IT  and 
business  opportunities  created  by  the  recession. 


CIO  PANELISTS 

►  Richard  Pollack,  Virginia  Common¬ 
wealth  University  Health  System 
Authority 

►  John  Goslin,  Boys  &  Girls  Clubs  of 
America 

►  Butch  Leonardson,  BECU 


To  register  go 
to  council.cio. 
com. 
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BIG  FINANCING  FOR  MID-SIZED  NEEDS. 


Financing  has  never  been  simpler.  Even  in  the  current  economic  downturn,  IBM  Global  Financing  can 
help  fund  growth  for  qualified  mid-sized  companies.  IBM  is  well  positioned  to  provide  funding  for  business 
and  IT  solutions  at  competitive  rates.  Gain  access  to  capital,  leases  and  loans  with  predictable  monthly 
payments  through  an  IBM  Business  Partner  that’s  close,  ready  to  deliver.  Call  the  Concierge  to  find  the  one 
that’s  right  for  you  at  877-IBM-ACCESS. 


=  E==  =“f=  express 
^:==r£ri:  advantage" 


Estimate  monthly  payments  in  seconds  with 
our  online  tool  at  ibm.com/financing/calculator 
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IBM  Global  Financing  offerings  are  provided.lhrough  IBM  Credit  LLC  in  theTJnited  States  and  other  IBM  subsidiaries  and  divisions  worldwide  to  qualified  commercial  and  government 
clients.  Rates  are  based  on  a  clienfs  credit  rating,  financing  terms,  offering  type,  equipment  type  and  options,  and  may  vary  by  country  Other  restrictions  may  apply.  Rates  and  offerings  are 
subject  to  change,  extensioo-er  withdrawal  without  ngJieerlBM.  the  IBM  logo,  ibm.com,  and  Express  Advantage  are  registered  trademarks  or  trademarks  of  International  Business  Machines 
.  Corporation  in  the  United  States  and/or  otherjeuntries.  ©  Copyright  IBM  Corporation  2009  All  rights  reserved 
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Mentor 


Your  Crisis 
Agenda 

Best  Buy's  CIO  Bob  Willett 
advises  targeting  customers, 
growth,  housekeeping 
and  communication 


As  this  recession  continues,  on  which  areas  should  CIOs  stay  laser-focused? 


I 


CIOs  can  play  a  key  role 
in  leading  the  company 
through  this  crisis. 
Because  the  CIO  and 
business  information 
systems  touch  every 
facet  of  the  organiza¬ 
tion,  CIOs  have  a  valu¬ 
able  perspective  that 
they  and  their  busi¬ 
nesses  must  leverage. 
The  four  focal  points  I 
use  are  the  following: 

1.  Get  closer  to  custom¬ 
ers  that  matter. 

Every  customer's  impor¬ 
tant,  but  there  are  cus¬ 
tomers  that  are  more 
important-theones 
that  generate  the  big¬ 
gest  percentage  of  your 
profit.  Getting  close  to 
customers  doesn't  nec¬ 
essarily  mean  you  going 
out  to  meet  them-the 
business  has  to  do  that. 
But  what  you  and  IT 
have  to  do  is  figure  out 


how  to  use  technology 
to  get  the  business 
closer  in  the  short  term. 

2.  Strive  for  good 
housekeeping. 

Cash  is  king  in  a  drawn- 
out  economic  crisis. 
Companies  don't  go 
bust  because  of  low 
profitability;  they  go 
bust  because  of  poor 
cash  flow.  We  have  been 
taking  every  contract 
that  we've  got,  every 
partnership  with  every 
vendor  and  asking  if  we 
are  getting  the  most 
out  of  the  relationship, 

2.  Concentrate  on 
organic  growth. 

Most  companies  have 
20  percent  to  BO  per¬ 
cent  and  sometimes  40 
percent  of  systems  that 
don't  add  value.  These 
systems  have  a  lot  of 
people  tied  to  them. 


Shut  those  systems 
down  and  take  those 
people  and  reallocate 
them  to  your  growth 
strategies.  At  Best 
Buy  we  are  reducing 
our  capital  spend  by 
as  much  as  50  percent 
this  year.  We  will  realign 
those  resources  into 
the  growth  areas  of  the 
business  and  accelerate 
those  areas  that  differ¬ 
entiate  us. 

4.  Over-communicate. 

Continue  to  tell  the  truth 
about  the  situation  the 
company  is  in  and  face 
the  tough  questions. 
(See  "The  Zen  of  Focus," 
Page  46.)  That's  how  you 
can  really  find  out  what 
people  are  thinking,  but 
also  how  you  can  genu¬ 
inely  help.  Limit  meet¬ 
ings  to  one  day  a  week. 
Spend  the  rest  of  the 
week  'walking  the  talk,' 


discussing  with  people 
how  you  can  help  solve 
problems  together. 

A  quote  from  Churchill 
I  remember  from  when 
I  was  a  boy  is,  "We  make 
a  living  by  what  we  get 
we  make  a  life  by  what 
we  give."  In  this  period, 
there's  nothing  more 
sobering  than  that 
thought.  Giving  isn't  just 
about  giving  money;  it's 
giving  ideas,  helping  and 
being  supportive  and 
providing  leadership. 
You're  going  to  come  out 
of  this  in  better  shape 
than  when  you  went  in, 
for  your  customers  and 
your  employees. 


Connect  with  the  Council: 
E-mail  topics  or  questions 
for  our  mentors  to 
connect@cio.com.  Bob  Wil¬ 
lett  also  serves  as  CEO  of 
Best  Buy  International  and 
is  a  Council  board  member. 
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SYNERGY 

Where  Virtualization  +  Networking  +  Application  Delivery  Meet 


Register  today. 

Because  this  May,  Las  Vegas  is  paying  out  4:1 

Network  World  Live!  -  MGM  Grand  -  Las  Vegas  -  May  4-7 

Attend  Network  World  Live!,  part  of  Synergy  2009,  and  get  four 
events  for  one  registration.  Synergy  brings  together  the  foremost 
experts  in  today’s  hottest  technologies  to  show  you  how  to  build 
a  simpler  and  more  cost  efficient  computing  environment  for 
your  company. 

Four  events  -  one  registration 

■  Network  World  Live! 

■  Virtualization  Congress 

■  iForum  -  Citrix  and  partner  technologies 

■  Geek  Speak  Live!  -  An  attendee-led  event 


HEIWQRKWORLD 


m 


at  Synergy  2009  May  4-7,  MGM  Grand,  Las  Vegas 


For  more  information,  go  to  www.networkworld.com/synergy09. 


your  life  &  career  path 


The  Zen  of  Focus 

How  to  keep  your  cool  even  as  the  office  heats  up  around  you 

By  Kristin  Burnham 

Budget  cuts.  Layoffs.  Doing  more  with  less.  Sound  familiar?  CIOs  are  suddenly  tasked  by 
management  with  putting  out  fires  on  multiple  fronts  as  businesses  struggle  to  survive  amid 
the  economy’s  smoking  ruins.  Oh,  and  don’t  forget  little  things  like  keeping  the  network  up 
and  the  servers  from  crashing. 

The  mounting  responsibilities  and  demands  from  C-level  execs  can  be  both  personally 
distracting  and  professionally  discouraging  for  some  IT  leaders,  and  CIOs  are  not  alone:  The 
nation’s  work-related  worries  jumped  from  62  percent  to  67  percent  between  April  and  October 
2008,  according  to  the  American  Psychological  Association. 

Yet  now,  more  than  ever,  “focus  is  the  name  of  the  game,”  says  Susan  Cramm,  founder  and 
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president  of  Valuedance,  an  executive  coaching  firm  specializing  in 
IT  leadership,  “especially  when  people  and  money  are  tight.” 

But  finding  your  office  Zen  isn’t  easy  these  days.  Drawing  on 
past  experiences,  here’s  how  some  current  and  former  CIOs  have 
maintained  focus  in  their  role  and  within  their  department  dur¬ 
ing  a  crisis. 

“After  the  dotcom  bubble  burst  in  2000,  business  was  strug¬ 
gling  and  the  workplace  was  pretty  tense,”  recalls  Les  Duncan, 
then  senior  vice  president  and  CIO  at  Joann  Stores  (he  retired  as 
Atmos  Energy’s  VP  and  CIO  in  2006). 

To  ease  staff  concerns,  Duncan  held  regular  meetings  where  he 
spoke  directly  about  business  conditions  and  highlighted  the  issues 
for  that  week  or  month  (see  “Your  Crisis  Agenda,”  Page  44).  His 
staff  knew  how  the  company  planned  to  weather  the  difficult  times 
so  they  could  focus  on  their  work,  he  says.  “This  [transparency] 
also  helped  me  to  stay  focused  on  what  was  really  important— the 
success  or  failure  of  the  business  during  hard  times.” 

CIOs  can  be  sucked  into  the  mind-set  of  looming  layoffs  and 
project  cancellations,  just  like  any  employee,  says  Direct  Energy 
CIO  Kumud  Kalia.  His  method  to 
combat  this:  Make  time  for  you. 

“Spending  time  with  my  family  is 
a  good  antidote  for  me— taking  the 
kids  to  hockey,  skiing  with  them,  tak¬ 
ing  them  to  movies  or  playing  on  the 
Wii,”  he  says.  Duncan  says  he  used 
to  schedule  time  to  walk  or  “play  a 
good  round  of  golf”  to  decompress. 

Another  method  Duncan  used 
to  combat  tense  times  is  simple,  yet 
effective:  Get  busy  and  stay  busy. 

“I’ve  worked  at  businesses  where 
large  numbers  of  emplovees  were  cut  from  the  payroll,”  he  says. 
“Most  employees  ran  around  huddling  in  small  groups  talking 
about  the  latest  rumor,  but  my  group  and  I  were  so  busy  and 
focused  on  delivering  that  we  didn’t  have  time  to  do  that.” 

Cramm,  Duncan  and  Kalia  agree  that  positivity  and  flexibility 
is  essential  in  staying  on  target  at  work.  “Anticipate  changes  by 
checking  in  frequently  with  business  decision  makers  and  play¬ 
ing  offense  by  killing  projects  that  are  going  nowhere,”  advises 
Cramm. 

Kalia  tries  to  see  opportunity  in  any  major  change.  “It’s  a  good 
time  to  offer  assistance  to  colleagues  and  take  on  tasks  that  might 
normally  be  outside  the  CIO  scope,”  he  says.  “This  is  not  the  time 
to  hide  in  an  IT  silo,  but  the  ideal  time  to  step  out  of  it”  by  creating 
space  to  innovate,  which  costs  little  and  can  result  in  growth. 

Duncan,  who  has  survived  four  brain  hemorrhages  and  two 
brain  surgeries,  says  that  now,  as  in  any  crisis,  “You’ve  got  to  be 
able  to  look  forward  to  better  times.” 


"Focus  is 
the  name  of 
the  game, 
especially 
when  people 
and  money 
are  tight" 

-Susan  Cramm 


Copy  Editor  Kristin  Burnham  can  be  reached  at  kburnham@cio.com. 


Help! 

I’m  trying  to  stay  focused  on 
my  professional  goals.  How 
can  I  grow  my  career  despite 
the  economy? 

COACH:  BRIAN  TRACY,  MOTIVATIONAL  SPEAKER, 
author  of  Reinvention:  How  to  Make  the  Rest  of  Your 
Life  the  Best  of  Your  Life 

©  ALWAYS  You've  got  to  maximize  your  poten¬ 
tial  in  order  to  grow  your  career.  To  do  that  you 
have  to  get  more  or  better  results  than  those 
around  you.  I've  gotten  blowback  from  others 
before  for  saying  this,  but  you  must  realize  that 
you're  in  a  competition  with  everyone  else  in 
your  company. 

So  what  does  it  take  to  get  ahead?  How  can 
you  do  this?  Here  are  some  simple  techniques  to 
help  you  get  more  results  and  be  respected  for 
your  work. 

First,  work  all  the  time  you  are  at  work.  Imme¬ 
diately  start  in  on  the  most  important  tasks.  Do 
not  surf  the  Internet,  make  personal  calls,  read  the 
newspaper  or  make  small  talk. 

The  next  thing  is  to  contribute.  Ask  yourself 
what  you  can  do  to  render  the  greatest  contribu¬ 
tion  to  your  organization.  Go  that  extra  mile.  Do 
more  than  you  are  paid  to  do.  Put  in  more  effort 
than  other  people.  Look  for  ways  to  do  more. 
Remember,  there  is  no  traffic  jam  on  the  extra  mile. 

You've  got  to  think  about  your  career  like  it  was 
a  marathon:  Some  runners  get  out  way  ahead  of 
the  pack,  the  pack  is  there  in  the  middle  and  then 
there  are  those  who  trail  the  pack.  Your  job  is  to  be 
at  the  front  of  the  pack. 

SOMETIMES  I  don't  think  there  is  anything 
that  applies  here  sometimes  when  you're  trying  to 
grow  your  career.  Talking  about  what  you  could  do 
"sometimes"  could  be  the  basis  for  a  whole  sepa¬ 
rate  conversation. 

©NEVER  Start  work  each  day  without  writing 
down  a  plan  of  activities  organized  by  priority.  If 
you  don't  do  that,  your  whole  life  will  end  up  going 
all  over  the  place  and  you'll  get  little  done. 
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Be  Recognized  and  Rewarded 

Successful  IT  professional  individuals  and  teams.  If  you've 
really  made  an  impact: 

♦  Managing  your  client  fleet 

♦  Managing  your  data  center 


TELL  US  ABOUT  IT.  Share  your  best  practices  and  the  results 
they've  generated  for  your  organization.  You  could  be  named 
an  Intel  Premier  IT  Knowledge  Awards  winner.  It's  all  about 
recognition  for  you,  your  team,  and  your  organization,  part  of 
the  Intel  Premier  IT  Knowledge  Awards. 

Two  awards  will  be  chosen  by  a  panel  of  judges  from  Intel  and 
CIO.  One  award  winner  will  also  be  chosen  by  your  IT  colleagues 
who  are  members  of  the  Intel  Premier  IT  Professional  program 

(http://ipip.intel.com), 

For  the  full  rules,  criteria,  nomination  forms,  and  additional 
information,  go  to  www.premierlTawards.com 


Apply 

To  learn  more  about  the  Premier  Knowledge  Awards  program,  and  to  access  the 

application,  go  to:  www.premierlTawards.com. 

Get  Recognized 

You'll  be  profiled  in  an  upcoming  issue  of  CIO  magazine.  And  the  handsome  plaque 
furnished  for  your  office  will  remind  you  and  your  colleagues  of  your  achievements. 

Get  Rewarded 

To  celebrate  your  success,  winners  will  be  invited  to  be  our  guest  at  either  the 
CIO  1 00  Symposium  &  Awards  at  the  Broadmoor  in  Colorado  Springs,  or  at  CIO: 

The  Year  Ahead  at  the  Renaissance  Esmeralda  Resort  in  Indian  Wells,  CA. 


CIO  1 00  Symposium  &  Awards,  August  23-25  CIO:  The  Year  Ahead,  November  8-1 0 


CAREER  STRATEGIST 


Career  Management 
for  Tough  Times 

Four  tactics  to  help  ensure  your  professional  survival  despite  the  downturn 

By  Martha  Heller 


T  hen  I  started  this  column  in 

/  2005, 1  truly  believed  the  tenets 

/  M  /  of  executive  career  management 
/  M  /  were  unchanging.  But  in  this  new 
economic  climate  of  fear,  uncertainty 
•  ■  and  doubt,  when  the  supply  of  quali¬ 

fied  IT  leaders  has  suddenly  outstripped  the  demand, 
I  realize  that  I  was  mistaken.  For  all  of  you  who  are  on 
the  market  (or  would  like  to  stay  off  it)  I  offer  an  updated 
career  management  primer. 

Hold  onto  your  job.  I  got  a  call  from  a  CIO  whose 
company  merged  IT  and  ops  and  the  ops  guy  got  the  gig. 
The  CIO  now  found  himself  on  the  market  and  wondered 
why  he  was  not  chosen  to  lead  the  new  organization. 
The  answer  is  simple:  He  didn’t  demonstrate  the  same 
level  of  leadership  as  the  other  guy.  CEOs  are  scrutiniz¬ 
ing  their  executive  ranks  to  choose  the  team  that  will  get 
them  through  the  next  year.  Simply  doing  your  job  and 
“knowing  the  business”  is  no  longer  enough.  You  must 
align  yourself  to  the  pressures  of  your  business  as  the 
CEO  understands  them,  be  proactive  in  offering  solutions, 
and  step  up  your  leadership  game.  “Challenging  times  are 
when  executives  can  really  demonstrate  their  ability  to 
lead,”  says  Exelon  CIO  Dan  Hill.  “Long  ago,  I  discovered 
that  most  of  the  professional  success  I  experienced  came 
after  a  period  of  pain.” 

Manage  your  expectations.  I  just  placed  a  VP  of 
global  applications  in  a  great  company.  With  a  baby  on 
the  way,  the  candidate  needed  the  job  but  was  a  little  disap¬ 
pointed:  He  really  wanted  to  be  a  CIO.  In  talking  with  him, 
I  was  reminded  of  a  resume  trend  that  I  call  “the  2000 
blip,”  where  an  executive  with  a  fantastic  career  joins  a 
dotcom  and  then  after  the  company  goes  bust,  spends  a 


year  getting  back  on  the  corporate  ladder.  A  decade  from 
now,  what  will  ’09  look  like  on  most  corporate  resumes? 
Will  CIOs  make  lateral  moves  or  downgrade  into  VP  posi¬ 
tions?  Adjusting  your  definition  of  a  successful  career  in 
this  economy  may  help  you  make  smarter  choices. 

Stay  close  to  your  industry.  In  better  times,  I  encour¬ 
aged  CIOs  who  wanted  to  switch  industries  to  select 
their  target  companies  and  network  their  way  into  those 
roles.  “Technology  transcends 
industries,”  I  used  to  say.  Now, 
with  CEOs  sweating  every 
hire,  CIOs  on  the  hunt  need 
to  walk,  talk  and  smell  like  an 
industry  insider.  “Stay  within 
your  core  industry,  but  define 
it  broadly,”  suggests  Jeff  Camp¬ 
bell,  who  recently  retired  as 
CIO  of  BNSF  Railway.  “This 

would  not  be  a  good  time  for  someone  like  me,  who  has 
been  in  transportation  and  logistics  my  whole  life,  to  tran¬ 
sition  to  Mary  Kay  Cosmetics.  But  I  could  make  an  effec¬ 
tive  argument  that  my  railroad  experience  translates  well 
to  telecom,  airlines  and  oil  and  gas.” 

Become  a  consultant.  A  growing  group  of  companies 
are  deciding  not  to  replace  their  outgoing  CIOs.  Instead, 
they  are  giving  IT  ops  to  a  capable  director  and  then  bring¬ 
ing  in  consultants  for  strategy  and  crisis  management.  If 
you’ve  ever  considered  a  career  in  consulting,  now  is  a 
great  time  to  give  it  a  shot. 

Martha  Heller  is  managing  director  of  the  IT  Leadership  Practice  at 
ZRG,  an  executive  recruiting  firm.  Reach  her  at  mheller@zrgroup 
.com  or  read  her  columns  at  www.cio.com/author/41283. 


Simply  doing 
your  job  and 
"knowing 
the  business" 
is  no  longer 
enough. 


Quick  Fix  T  Think  Better:  Are  you  responding  constantly  to  the  crisis  at  hand?  Try  cultivating 
clarity,  says  Balance  Integration  founder  Tevis  Gale.  Sit  at  your  desk  and  concentrate  on  breathing. 

As  the  words  you  read  register  in  your  mind,  observe  a  slow,  steady  rhythm.  Notice  how  calming  it  is 
to  let  the  mind  to  be  active  while  remaining  centered  in  your  breathing.  T ry  this  throughout  the  day. 
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...Harness  the  Power 
of  Social  Networking 


By  Kristin  Burnham 


It's  no  secret  that  social  networking  has  exploded:  Over 
90  million  active  users  have  flocked  to  Facebook  while 
Linkedln  has  garnered  more  than  30  million.  And 
with  good  reason— social  networking  is  an 
easy  way  to  connect  with  friends  and  fam 
ily.  It  is  also  a  great  way  to  expand  and 
cultivate  business  relationships  with¬ 
out  leaving  your  office— an  appealing 
thought  for  the  chronically  shy. 

Are  you  thinking  about  hopping 
on  the  social  networking  bandwagon, 
but  not  sure  where  to  begin?  Follow 
these  three  steps  to  get  started. 

1]  DECIDE  To  determine  which  platform 
is  right  for  you,  it’s  essential  to  understand 
why  you’re  social  networking,  says  Jeffrey 
Brandt,  chief  information  and  knowledge  officer  at 
the  law  firm  Crowell  &  Moring.  Brandt  has  been  social 
networking  since  2005.  Want  to  stay  in  touch  with  friends 
and  family?  If  so,  Facebook  might  be  your  best  fit.  If  you’re 
looking  to  build  your  professional  network  and  cultivate 
business  relationships,  Linkedln  might  better  suit  you. 


...hold  a  multicultural 
business  meeting 

Follow  the  Four  R's:  recognize,  respect,  rec¬ 
oncile  and  realize,  says  Professor  Peter  Wool- 
liams,  senior  partner  with  THT  Consulting 
and  coauthor  of  Business  Across  Cultures. 
Recognize  the  differences  in  your  attendees' 
cultures-some  will  have  different  percep¬ 
tions  of  being  on  time  while  others  will 
express  points  of  view  in  a  manner  different 
from  what  you're  used  to.  Respect  these 
differences  and  reconcile  them  to  make  a 
cross-cultural  connection.  "Some  people  may 
be  more  individualistic  while  others  are  more 
team  oriented,"  Woolliams  says.  "To  reconcile 
this,  for  example,  ask  them  how  they  would 
use  individual  talents  to  help  a  team." 


Beyond  these  mainstays,  there  is  a  world  of  professional 
sites  out  there  from  Advogato  (a  free  community  dedicated 
to  open-source  software  development)  to  Ziggs 
(where  you  can  market  yourself  online). 

2]  BUILD  Browse  the  profiles  of  friends  or 
colleagues  for  ideas  on  building  yours— 
and  keep  your  audience  in  mind.  “If  in 
your  Facebook  network  are  nonbusi¬ 
ness  friends  and  family,  you  can  pres¬ 
ent  yourself  differently”  than  if  they 
were  coworkers,  says  Brandt.  “The 
minute  you  have  a  business  contact  or 
two  in  [your  network],  then  you  don’t 
want  to  mention  that  party  where  you  got 
so  drunk  you  couldn’t  see  straight,”  he  says. 

3]  MAINTAIN  Keep  your  profile  simple  and  updated.  “You 
wouldn’t  hand  out  an  old  business  card,  would  you?  You 
want  the  right  name,  the  right  title,  the  right  company,” 
Brandt  says.  “And  just  because  you  have  access  to  37  fonts 
doesn’t  mean  using  them  all  in  the  same  document  makes 
it  better.” 


...choose  a 

restaurant 

fora  business 
dinner 

Consider  who  your  guests 
are,  says  Lanie  Denslow, 
author  of  World  Wise:  What 
to  Know  Before  You  Co,  who 
focuses  on  cross  cultural 
training.  "If  you're  hosting  the 
75-year-old  chairman,  you 
want  a  restaurant  with  a  laid- 
back  atmosphere,"  she  says, 
one  that's  quiet  and  comfort¬ 
able.  "If  you're  planning  to 
celebrate  a  promotion,  con¬ 
sider  a  restaurant  that's  more 


energetic."  Poll  your  attend¬ 
ees,  understand  the  food 
they  like  and  dislike  and  try 
to  choose  a  restaurant  that 
you've  frequented  before.  If 
you're  traveling  and  planning 
a  dinner  for  an  offsite  meet¬ 
ing,  enlist  the  help  of  your 
hotel's  concierge.  "You  may 
have  chosen  a  great  restau¬ 
rant,  but  you  also  want  to  be 
sure  it's  in  a  good  location," 
she  says.  And  keep  the  price 
point  in  mind:  "These  days, 
businesses  are  trying  to  be  a 
little  more  modest  in  enter¬ 
taining,"  she  says. 
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call  for  nominations 


The  CIO  Hall  of  Fame  honors  men  and  women  whose  creative  vision  and 
outstanding  leadership  in  information  technology  has  profoundly  shaped 
the  business  landscape.  Only  37  individuals  have  been  inducted  into  the 
CIO  Hall  of  Fame— including  Dave  Barnes  of  UPS,  Barbra  Cooper  of  Toyota, 
John  Glaser  of  Partners  Healthcare,  Randy  Mott  of  Hewlett-Packard,  Doreen 
Wright  of  Campbell  Soup  and  many  more.  Nominate  your  colleague  or 
mentor  to  join  this  elite  group. 


“There  is  no  greater 
professional  honor 
than  to  have  your 
accomplishments 
recognized  by  your 
industry  as  exemplary. 
In  all  professions, 
it  is  vital  to  have  role 
models  who  can  guide 
and  inspire  those  who 
will  lead  in  the  future.” 

-JOHN  GLASER,  CIO 
OF  PARTNERS 
HEALTHCARE, 

HALL  OF  FAME  2007 


NOMINATE  Candidates  must 
be  current  or  former  CIOs  who 
meet  the  following  criteria: 
significant  accomplishment 
in  the  IT  field;  demonstrable 
business  impact;  respected 
industry  status  or  renown; 
influence  on  the  profession 
and/or  advancement  of  the 
CIO  role;  acknowledged 
leadership  among  peers  and 
outside  entities. 

CELEBRATE  The  2009 
honorees  will  be  recognized 
in  a  November  issue  of  CIO 
and  on  CIO.com.  They  will  be 
inducted  at  The  Year  Ahead 
Summit,  which  takes  place 
Nov.  8-10  at  the  Renaissance 
Esmeralda  Resort  and  Spa, 
Indian  Wells,  Calif. 


DON’T  BE  LATE  We  will 
accept  nominations  from 
March  1  through  May  1.  For 
more  about  this  prestigious 
award,  go  to  www.cio.com/ 
cio-awards/cio-hall-of-fame/ 
index. 

DEADLINE:  May  1,2009 

Find  our  nomination  form  at: 
public.cxo.com/awards/ 
CIOHOF2009_application 
.html 
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CIO  peer2peer 


Join  CIO's  Peer2Peer  Research 
Panel  and  make  your  opinions  count 

SHARE  opinions  and  best  practices  with  your  peers 
by  participating  in  short  surveys,  interviews,  and  mini 
polls  about  current  technology  issues  and  strategies. 

GAIN  access  to  our  Panel  member  website,  where 
you  can  download  survey  results  and  whitepapers, 
connect  with  other  Panelists,  and  view  or  comment 
on  the  latest  blog  and  forum  posts. 

TAKE  advantage  of  opportunities  to  win  prizes 
such  as  cash,  gift  cards,  and  the  latest  electronics 
for  each  survey  that  you  participate  in. 

Visit  www.ciopeer2peer.com  to  join  and  share 
opinions  with  your  peers  about  a  variety  of 
technology  and  business  related  topics. 
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Custom  Solutions  Group 


More  than 
2,500  of  your 
peers  joined 


CIO 


Clean-Up  Crew 

When  New  Orleans'  Mardi  Gras  party  ended  last  week,  Chalmette,  La.-based  SDT  Waste 
and  Debris  Services  got  to  work  sweeping  up  the  beads  and  confetti  with  help  from  real-time 
video  and  GPS.  Each  of  the  75  trucks  in  SDT’s  fleet  uses  these  tools  to  feed  data  about  their 
routes— and  obstacles  such  as  stalled  traffic  or  blocked  garbage  bins— to  a  “war  room”  of  12 
52-inch  monitors.  If  a  customer  calls  to  complain,  or  if  the  driver  can’t  get  through,  dispatchers 
can  relay  solutions  to  the  driver  immediately. 

CIO  Richard  Perniciaro’s  decision  to  “bring  tech  to  trash”  has  increased  efficiency,  customer 
service  and  quality  control.  SDT  has  increased  its  manpower  efficiency  18  percent  and  is  spending 
71  percent  less  time  returning  to  a  site  for  a  repeat  pickup.  -Jarina  D’Auria 
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Independent  Authority  on  Search  Vendors 


We  identify  and  rank  the  best  internet  marketing  agencies  and  tools. 

"Rigorous  evaluation  process."  SmartMoney  "Great  source."  CNN  "Over  4000  firms  analyzed."  Entrepreneur 


Have  the  leading  firms  work  for  you 

Take  advantage  of  our  7  years  of  research  in  ensuring  that  your 
online  marketing  projects  meet  their  objectives.  You  can  set  high 
expectations  and  these  firms  consistently  achieve  them. 

View  complete  rankings  at  www.topseos.com/rankings  ► 


VIEW  RANKINGS  FOR  BEST  COMPANIES  BY  PRACTICE  AREA: 

•  Organic  Optimization  •  Pay  Per  Click  Management  •  Social  Media  Optimization 

•  Content  Creation  •  Press  Release  Distribution  •  Email  Marketing 

•  Web  Design  •  Web  Development  •  Hosting 

•  Mobile  Optimization  •  Virtual  Spokesperson  •  Site  Audit 


•  Reputation  Management 

•  Training  Programs 

•  Web  Analytics 

•  Shopping  Feed  Management 


•  Link  Popularity  Services 

•  Local  Search 

•  CSS  Conversion 

•  Video  SEO 
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COMPANY  NAME 

YEAR 

FOUNDED 

REVENUE 

FULLTIME 

EMPLOYEES 

ACTIVE 

CLIENTS 

RETENTION 

RATE 

PRICING 
(L,  M,  H) 

CLIENTS 

Bruce  Clay 

California,  USA 

Bruce  Clay 

1996 

Over  $5  million 

51-100 

200 

95% 

M 

CondeNet,  Turner 
Broadcasting, 
Edmunds,  ATT 

Increase  Visibility 

California,  USA 

James  A,  Lisi 

2003 

Over  $5  million 

26-50 

218 

96% 

M 

VitalStream,  Royal 
Wolf,  ILeads.lGE 

SEOP 

California,  USA 
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Over  $5  million 

above  100 

500+ 

95% 

M 

Vibe,  Siemens, 
TVG 

Intrapromote 

Ohio.  USA 

Sean  Bolton 

1999 

$3  million  -  $4,999,999 

26-50 

75 

95% 

M 

Honda,  HSBC, 

Fisher-Price, 

eHarmony 

ArteWorks  SEO 

Texas,  USA 

Matt  Foster 

1995 

$1  million  -  $2,999,999 

11-25 

50 

85% 

H 

All  Star 

Directories,  Red 
McCombs  Media 

SEO  Image 

New  York,  USA 

Alan  Rabinowitz 

2003 

$1  million  -  $2,999,999 

1-10 

70 

95% 

M 

Cool  Computer 
Bags,  Black  Star, 
Gallery  Coasts 

Customer  Magnetism 

Virginia,  USA 

Kurt  Noer 

2000 

$3  million  -  $4,999,999 

26-50 

100 

90% 

H 

C  J  Industries, 
CPAP  Wholesale, 
Morris  Designs 

Portent  Interactive 

Washington,  USA 

Ian  Lurie 

1995 

$3  million  -  $4,999,999 

11-25 

55 

90% 
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Bridal  Guide 
Magazine,  Trump 
University 
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top SEOs  Since  its  introduction  in  2002,  topseos  has  been  identified  as  an  independent  authority  on  vendors  who  supply  internet  marketing  products  and 
independent  Auttiomy  on  Search  vendors  services  ranging  from  the  best  search  engine  optimization  companies  to  the  best  pay  per  click  nuuuigement  tools.  For  more  info:  www.topseos.com. 
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With  NetApp®  at  the  heart  of  your  business,  you  can 


EFFORTLESSLY  HOLD  YOUR  DATA 


at  a  fraction  of  the  cost  and  footprint. 


Imagine  storage  and  data  management  solutions  smart  enough  to  support  the  data  you  need,  and  not  a  lot  of  dead  weight. 

It’s  possible  when  you  partner  with  NetApp.  Our  industry-leading  solutions  use  deduplication  and  other  space-saving  technologies 
to  help  you  store  data  efficiently  and  reduce  your  footprint  by  50%  or  more.  So  you  can  manage  exponential  growth  while 
minimizing  your  storage  investment — all  with  the  support  of  a  team  that  will  exceed  your  expectations.  See  how  we  can  help 
your  business  go  further,  faster.  Find  out  how  you  can  use  50%  less  storage,  guaranteed,*  at  netapp.com/efficiency. 


NetApp 

Go  further,  faster 


©  2008  NetApp.  All  rights  reserved.  Specifications  are  subject  to  change  without  notice.  NetApp,  the  NetApp  logo,  and  Go  further,  faster  are  trademarks  or  registered  trademarks  of  NetApp.  Inc.  in  the  United 
States  and/or  other  countries.  All  other  brands  or  products  are  trademarks  or  registered  trademarks  of  their  respective  holders  and  should  be  treated  as  such.  ‘This  guarantee  and  related  Program  is  limited  to 
the  terms  set  forth  in  the  Program  Guide  and  Acknowledgement  For  50%  Virtualization  Guarantee  Program  document,  applicable  only  to  prospective  orders  placed  after  the  Program  effective  date  and  is  dependent 
upon  your  compliance  with  the  terms  and  conditions  set  forth  in  this  document  and  any  of  the  instruction  sets  and  specifications  set  forth  in  the  referenced  documents.  NetApp's  sole  and  exclusive  liability  and 
your  sole  and  exclusive  remedy  associated  with  the  terms  of  this  guarantee  and  related  Program  is  the  provision  by  NetApp  of  the  additional  storage  capacity  as  set  forth  in  this  guarantee  and  related  Program. 


